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manikins...do the most 





for your fashion windows 





beau monde manikins are created by Korrect-way Displays div. American Fixture & Mfg. Co., St. Louis, Mo. 
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DISPLAYS AND ATTRACTIONS 
\ 


Our new Back-to-School and College lines are now 


complete...making possible full coverage at little expense 


HAVE OUR REPRESENTATIVE CALL 





FREE! 


Write for our New 
| SF: Ved ah conte lad sYore)| 
and Fall Catalogue 


off the press June lst 


F-332 BACK TO SCHOOL COMURA, 15” x 90” Upright. This sprightly and colorful reminder that school is about to begin 


is reproduced in 7 oil colors by flat and half-tone silk screen process on flexible Comura stock. Horizontal companion piece 


~~ 2/it WA-STENSBAARD AND ASSOCIATES, INC. 


YEAR 
346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


S 
Xx a Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 
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OUR NEXT ISSUE 


One of the features of the June issue 
will be an article on an unusual milli- 
nery series used by The White House, 
San Francisco . . . Another discusses 
the display operation at The Hecht 
Company, Washington . . . There will 
be reports on contemporary display 
from all over the country . . . last min- 
ute details of the Display Market Week 
plans . . . and numerous other features 
of equal interest... In the mail June 15. 


THE COVER 


This unusuol display of electric type- 
writers was conceived by Thomas J. 
Watson, Jr., president of International 
Business Machines Corporation, New 
York City, and carried through by IBM's 
display department under the super- 
vision of its manager, Harvey J. Wil- 
liams. The typewriters were colored 
especially to match the hues of spring 
flowers. 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone Plaza 3-5989. 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the United 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all other $5.00 
@ year. Canadian and foreign orders payable 
in U. S. funds by International money order 
or New York bank draft. Single copies 40 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879 


® 
Member 
j 
Audit National 
Bureau of Association of 
Circulation Display Industries 
i 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 








Mary Brosnan’s new 
mannequins . . 
as lighting becomes 
an integral part 
of the Display picture 










Lord & Taylor and other stores that 








aN manage always to be first with the big 
a Ye new idea, now openly incorporate window 
(\ \-—" lighting into their display. Gay-toned reflectors in 
\ y pastels (colors by House & Garden) 








\ Pc or brushed aluminum, clamped to heroic-size 
\ standards, play their beams on new 
fashions worn by Mary ‘Brosnan’s latest 


show dolls. Accentlights are ours exclusively 
Write for details or ask our salesmen 








@ DCWéicsu bu 


498 Seventh Avenue, New York 18 * Dot Williams, president 
Mary Brosnan Mannequins ‘+ Pacific Promotions ~ Patina Products® = 
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BEAVER BOAR D* 
is a lightweight champ. 


BEAVER BOARD 


cuts cleanly and easily into 
any shape. 


BEAVER BOARD 
is ready for use as is or can be 


easily decorated by painting or 
any printing process. 


WORID 


MAY, 


BEAVER BOARD 


is inexpensive—costing much less 
than other display boards. 


BEAVER BOARD 
is available in several thicknesses 
and lengths. 


BEAVER BOARD 
has lots of "bend." 


Beaver Boardis a registered trade name of CERTAIN-TEED PRODUCTS CORPORATION. 
t is a brand nome and should not be construed as a type of fiberboard. 
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Bast for sports wear 
BYRD UTILITY JACKET 
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Lee Cat 
Auto Seat Covers 


= beoutitul plasd fibre 
stor coach or sedons 


oe | 





MAKES THEM ALL 


ONE OR MORE, single informative signs for selling merchan- 
dise, and quantity signs for general promotions. 


TWO SIDED MERCHANDISE SIGNS, simply turn the card 


over and do the second side instantly, no extra effort. 


PAPER SCROLLS for your windows or cases, and you change 
from cardboard to paper by a turn of the pressure dial. 


SCRIPT AND PLAIN TYPE, sure, both at once, brush or any 
of the new joining scripts with the basic type of your choice. 


ANGLE LINES, curves, too, any layout, you control it. 


CUTS AND PLATES, half tones, zincs, linoleum blocks, line 
rule, etc., Line-O-Scribe takes them all. 


WORDS AND PHRASES, made to match and line with any 
type you use. 

EXTRA BOLD OR LIGHT, you can reproduce every type from 
1/16 inch fine line to 10 inch extra bold. 


PROOFS AND ORIGINALS, directly on the master sheet for 
offset duplicators, lines of type or cuts for advertising layouts. 












Want to create an impression? . .. Want 
to talk confidentially to your shoppers? 


. Want to shout about your values? 
. Want to run a bang-up sales event? 


. . Want to step up your sales volume? 
. then . 


You Need a" 
LINE-O-SCRIBE  mooet mxiazzc 


Capacity 14 x 22 inches 





May we send you our complete Catalog M50 illustrating and 
pricing all models of the Line-O-Scribe Sign Machine? . 
WRITE TODAY. 
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3984 Avondale, Chicago 41 Ill. 
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MAT 


Unexcelled For 


FLOORINGS - PANELS 
PLATFORMS - MATS 


Most Practical Material of Its Kind 
50-51 Inches Wide 


@ An all-year-round basic display material used extensively 
by chain, department and specialty stores. | @ Sunfast*, 
washable, durable. @Reversible—can be used on both sides. 
@ No borders required. @ COLORS: White; Cream; Yellow; 


Green and Yellow; Orange two-tone; Rust two-tone. 


A Textilene Sunsure Fabric, woven on the 
looms of E. W. Twitchell, Inc., exclusively 
for Park Lane Fabrics Co., Inc. 


@ Available at leading display jobbers 
from coast to coast. @ Sample and 
prices from your local jobber or write 
direct. 
*200 hours Fade-Ometer Test 


West Coast Distributor: 
SIDNEY NEWHOFF ASSOCIATES 
1237 South Olive Street 
Los Angeles 15, Calif. 


Lise rites Glninc. 


4S EAST 30TH STREET = NEW YORK 16, N. Y. 
r r 











NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 
@ Easily holds 12 copies 

@ Keeps copies clean 


@ Handy for reference 


$300 
——~ each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


DISPLAY WORLD 











Are You Protecting Your Displays the MODERN 
INFROPAKE WAY LIKE THIS? gy 





ee 


t OR STILL TRYING THE OLD-FASHIONED 
WAY LIKE THIS? (The Left Window Has a Plastic 
Shade, the Right Has Been INFROPAKED.) 


@ You've always wondered why there wasn't a TRANSPARENT coating 
to SPRAY on your windows to stop FADING HEAT — GLARE. 


NOW IT'S HERE — IT’S SENSATIONAL — IT’S INFROPAKE!! 


This amazing liquid plastic developed in the U. S. Air Force Laboratories 
will protect your windows from the sun while permitting FULL VIEW of 
your displays. Your windows are a proffered palm to your customer. 
Don't have them “gloved” with awnings. shades and blinds! 


oS" INFROPAKE ’,, 


] . 247950 Othe 

REGIONAL DISTRIBUTORS 
Northeastern States Central States 

INFROPAKE NEW YORK CO. TRANS-WORLD INDUSTRIES, INC. 
8 W. 40th St. 1707 N. Alexandria Avenue 
New York 18, N. Y. Los Angeles 27, California 
Southeastern States Western States 
INFROPAKE WASHINGTON CO. INFROPAKE PACIFIC COATINGS, INC. 

422 Washington Bldg. 629 South Hill Street 
Washington 5, D.C. Los Angeles 14, California 
Some excellent dealer franchises still available — Write for details 


Manufacturer—POLALITE CORPORATION, Whitestone, Long Island, N. Y. 
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ON THE PUTTING GREEN | You Need 
AS WELL AS | of 
IN YOUR DISPLAY WINDOW 








letters and numerals combine 
0 high readability and colorful 
sales appeal. Quickly and easily 
l affixed to Plexiglas, Lucite, 


p New 3rd dimensional-type 
Barron molded styrene plastic 


glass, metal, wood or cardboard. 

5 ! 5 5 sizes—4 colors! For complete 

3 details, write today for FREE 

R E illustrated booklet No. 236-E 
and samples. 


MATS 











8 YR 
ARRON 
gay ig $4.00 $45 We promise these fresh, Nature-Like Sign it with 7" ies 
GRASS MATS Cd. Dozen 72 Row Grass Mats will enhance the a one 
lls i aaah elas , attractiveness of your display set- J. E. BARRON & ASSOCIATES 
same prices. co ss tings. The turf is heavy and extra- 110 Power Bldg. © Cincinnati 2, Ohio 

















thick. Perfectly uniform and even— 
17 in. width x 15 #. lenath 495 no bare spots show through on these 
5 ft. width x 6 #. length 6.75 Nature-Like Grass Mats. Turf is 
3 ft. width x 15 ft. length 10.50 securely stitched to a durable burlap 
5 ft. width x 10 ft. length 11.50 base. 


5 ft. width x 15 ft. length 17.50 


3 ft. width x 30 ff. length 21.75 Sbrinklings Cavers opprox. $995 


Special Sizes to Order — Any Length 4 |b. carton 
or Width. 


“=, (ORY RR. CONEM CU./ 2. 


Member NADI 
810 PENN AVE., PITTSBURGH 22, PA. 


12 in. width x 15 ft. length $ 3.50 




















% 
Manufacturers of a Complete FIT ANY 
Line of Wreaths and Ropings MANNEQUIN 
¢ HOLLY WREATHS TO PERFECTION 


e LYCOPODIUM WREATHS 
e LYCOPODIUM ROPING 


Write for our catalog and if you need 
special Xmas decoration we are the ones 


who will make it. 


Jones, The Holly Wreath Man 


MILTON, DELAWARE 
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In hundreds of installations in store 

windows, store interiors, showrooms and 
exhibits from coast to coast PEG-BOARD 
has proved to be the most versatile of all 


display equipment. It’s easy to install and only 


takes minutes to rearrange merchandise. 


Write today for complete information 


eutheo ryed Dishitulorw 


@ PEG-BOARD OF NEW YORK 

131 E. 64 Street, New York 21, New York 
@ PEG-BOARD OF CALIFORNIA 

4833 Exposition Blvd., Los Angeles 16, Calif. 
@ THE DAVIS PLYWOOD CORP. 


12555 Berea Road, Cleveland 11, Ohio 


@L.E. HIER DISPLAY EQUIPMENT 
COMPANY, INC. 
23 N. Sixth St., Mi 





all purpose 


display equipment for 
store and window 


Solve your display problems the easy way with PEG- 
BOARD. Select from over 50 different hanging fixtures to 


display practically any kind or size of merchandise. 


This fall sporting goods 
display features bowling 
equipment and ice skates, 


but with the first warm day... 


the same display blossoms 
into midsummer sales appeal. 
The changeover to fishing, 
baseball and golf equipment 
is a matter of minutes with 
PEG-BOARD 





B. B. Butler Manufacturing Co., Inc. 
3150 RANDOLPH STREET, DEPT. DI] e BELLWOOD, ILLINOIS 


Peg-Board is the exclusive T.M. of B. B. Butler Mfg. Co., Inc., 
used to designate its products. 
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/ 
@ Market Week's most spectacular variety of 


[par 


individually created displays ...in the 
largest display showrooms in the country. 
We have the widest variety of 


distinctive creations in wood, papier mache 


TL TAT ATA ays slays] sya] s yoyo] sls] oy oy 


25252 


and plaster available... creations which 


25 


inspire prize winning displays. 
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Visit us 


VICTOR HAIDA DISPLAYS, INC. 
149 West 24th Street 
New York 11, N.Y. * CHelsea 3-3540 
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...L here Must Be A Reason! 


DECORATIVE PLANT CORP. 
136 W. 24th ST., NEW YORK 11, NY. 
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the first men 
sock displayer 
in display 


dramatic punch 


toy Eliminates markdowns because 
socks retain original shape! Pays 
~~ _ © for itself each time it’s used! 
tory Tacking holes allow displayer 
to be used on walls, strips and 


panels! 


& Complete range of colors can be 


Now...sock displays with real dramatic punch...at low cost... shown in small space! 


with no markdowns because of damaged merchandise! ka 
Designed by a display man, the plastic SAV-A-SOCK is the 
first real step forward in the field of men’s hosiery display! on or nylon! 


I ractically indest uctible...ea 


ily stored in small space! 
F.O. B. SAN FRANCISCO 


Can be used effectively for all 
types of hose—wool, cotton, ray- 


JOHN DELAMATER & ASSOCIATES 
821 Market Street 
San Francisco 3, California 


Please send ___ dozen SAV-A-SOCK displayers 


Te ae ae ee Eo ER &: 518.00 per dozen, 


Firm 
821 MARKET STREET - SAN FRANCISCO 3, CALIFORNIA 





Address 





City 
Ordered by 








If your local display dealer does not have 


. ‘ Ship vi 
in stock then use this handy order blank = 
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1952 


Most display men are aware of this fact — that sign 
printing machines are a “‘must’’ in today’s 
merchandising picture. 

Our suggestion above has to do with getting the 
right machine for your needs. Before you buy, 
make it a point to get all the facts on all the differ- 
ent makes available. Compare them in terms of 
original cost, simplicity, speed and ease of opera- 
tion, flexibility, durability, lasting economy. 

Our motive in this is simple. When a complete 


# 7. 








Before you invest... 
INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 





OTSRtAyY 


WORLD 








analysis is made, we're satisfied you’ll want 
Showcard Machine. 

Here are just a few Showcard Machine advan- 
tages — low first cost; complete flexibility of type, 
layout and colors; performance assured by the 
only guarantee of its kind in the field. Let us give 
you the facts and we'll rest our case. 

A letter or a post card is all it takes. Why not 
write today — before you buy any sign printing 
machine. 


Showcard Machine Model A, 
one of several models which 


answer all requirements. 
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Budget-Wise Display Director Selects Fashion-Wise 


The unchallenged creativeness and individuality of 
Zem Ribbon Frames. combined with a touch of imagina- 
tion and a promotional theme produced a series of 
distinctive Mother’s Day displays at Famous-Barr Co.., 
St. Louis. Echoing the same promotional theme in 
window and interior displays in all three Famous stores 

Downtown, Southtown and Clayton, Adrian Delsman, 
display director of the stores, used a total of 50 frames. 
Included were a group of specially-built) double-face 


frames used in all interior ledge trims. 


Using the theme “Remember Mama on Her Day 
May [ith’, Mr. Delsman trimmed four different size 
ribbon frames with identical lithographs and giant pink 
carnations. The resulting displays. a few of which are 
shown on these pages. demonstrate the striking effects 
that can be achieved with this creative new display prop. 


Here are new and different displays — modern in 
lines and effect — that catch and hold the attention of 
shoppers. Here are displays that show how the rhythmic, 
free-flowing lines of Zem Ribbon Frames spell high 
fashion and quality, and give an air of smartness and 
sophistication to merchandise displayed on or near them. 
Combining two different sizes or using the frames indi- 


vidually, here is the final word in modern, functional 
display props. 

Enthusiastic about their smartness, durability and 
ease of handling, Display Director Delsman feels these 
lightweight, functional ribbon frames are a wise invest- 
ment. Used only in this one promotion, the frames 
would have been a costly expenditure in his display 
budget. However, Mr. Delsman plans to use the frames 
in several store-wide promotions in the next 12 months. 
Thus within a year. the frames will more than pay for 
themselves. 

While the initial cost of a smart, high quality display 
prop such as Zem Ribbon Frames is seemingly high, 
their adaptability and versatility make them a_ wise 
investment-—-even for economy-minded display directors. 


Zem Ribbon Frames Are 


ARRISON- 


2018 WASHINGTON AVE. 
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Top row left: Window and interior displays at Famous-Downtown. 
Bottom row left: Window displays at Famous-Southtown and 
=: Famous-Clayton. Below: Corner window display at Famous-Down- 
— town. All displays under supervision of Adrian Delsman, display 
— 


director. 


Vake Your Plans Now to Attend the NADI 
Show and Market Week 


hanJ Now is the time to make your plans to attend the 1952 Fall- 
- Christmas Market Week, June 28th through July 2nd, at the Hotel 
Th. |) New Yorker, New York City. Many displaymen are planning to 
attend the Show as part of their vacation. In addition to the 
hundreds of promotional ideas being prepared for you to see, a 
special program of entertainment is planned including a series of 
Hh ae a we — | irre special tours and exhibits for the visiting ladies. For the first 
a ie ¢ 7 Ga time, the Show will open on a Saturday morning in order to enable 
‘ = . i = more persons to attend. 
. Mm Sy ~ Garrison-Wagner is preparing a 10 room exhibit of the newest 
and the finest in Fall and Christmas displays. You'll see .. . 


Sua & SBE 
a -t Post! a ss 


ae 


@ Zem Ribbon Frames in four practical sizes 


@ Colorful and distinctive Zem displays for Fall 
and Christmas 


@A demonstration of the new money-saving 
Miroflector 


e@ New Peg-Board and Deca Pole displays 


@ Colorful balls and other Christmas ornaments up 
to 714 inches in diameter 


@ An assortment of Back-to-School, Fall and Christ- 
mas papier mache figures and displayers 


@A selection of Fall and Christmas sprays, set 
pieces, natural decoratives, display papers, fab- 
rics, ete. 


Make your plans now to attend the NADI Show and make a 
special note to see the Garrison-Wagner exhibit. 


Show Opens This Year on Saturday Morning. 
June 28 and Runs Thru Wednesday Evening, 
July 2, Hotel New Yorker, New York City. 


Lem Ribbon Frames 


Lightweight, dimensional Zem Ribbon Frames, with 
their limitless display possibilities, know no season. Re- 
finished in solid or contrasting seasonal colors. ribbon 
frames can be used in any season, with practically any 
high quality merchandise. 

Dimensional, free-flowing Zem Ribbon Frames are 
yours — exclusively yours in your city for smart, dis- 
tinctive displays. This new, creative display prop is 
sold only on an exclusive basis in each city. Available 
in four sizes, 6 ft. by 8 ft., 48 in. by 60 in., 36 in. by 45 in., 
and 27 in. by 33 in., ribbon frames are easily mounted 
and are adaptable to a wide variety of display uses. 

Plan now to use Zem Ribbon Frames in your next 
big promotion. See your G-W > salesman or write for 
complete information today. 


Sold Exclusively by 


WAGNER CO. 


ST. LOUIS 3, MO. 





OTS LAY WORLD 


GHRISTMAS ALREADY 


WOT YET / BUT ITS NOT TOO EARLY 70 SEND FOR 
YOUR COPY OF OUR NEW 24 PAGE CATALOG W252 OF 


<> <>[Huminated Plastic Outdoor — 


& = = Illuminated Plastic Outdoor <= 3 
Christmas Decorations 


MAY, 1952 





















The GENERAL Line of illuminated plastic Item C GP22-12 22" wreath Merry Christ- Item | GP 39-14 Chimney 
Christmas decorations is composed of color- mas—Season's Greetings $21.00 ea. anta $48.50 ea. 
ful lighting units molded of tough, weather- {All wreath units also available in Item J GP39-14 Carol Singer. 48.50 ea. 
a a aren pg single face with Masonite backs.) let i. -“GP48:80 44" Lantern 80000. 
wi u mu ' " . 
rods. Every unit is illuminated from within DOUBLE FACE XMAS LIGHTING UNITS tem M GP 3-55 66 “Illuminat- 
with incandescent lamps for effective Christ- Item H GP 36-24 36" Star of ed Triple Candle 87.50 ea. 
mas Holiday displays that are colorful both yom id ies $20.75ec. TEM N—PIN SOCKETS & STREAMERS 
day and night. Bethlehem pits 45.00 ea. GP 229—100 ft. 12" spacing $42.00 ea. 
39" AND 22" DIA. DOUBLE FACE Item E GP24-24 24" red GP 230—150 ft. 18" spacing 47.00 ea. 
Item B GP39 eae h wien ee eee 
tem - " wreat tem - u ize 
SomeRell $48.50 eo. SS te 67.50 ea. COMMUNITY CHRISTMAS TREE 
Item C GP 39-14 39" wreath Item D GP 36-36 36” Red ENSEMBLE 
Merry Christmas— Christmas Bell 37.75 ea. (Not illustrated) 
Season's Greetings 48.50 ea. Item K GP 30-24 30" Old GP 20-35 Ensemble consisting of 12—12" 
Item F GP 39-14 39" wreath English Lantern 25.50 ea. Balls, 36—8" Balls, |—36" Star of Bethle- 
Candle-Deer 48.50 ea. Item A GP 35-23 36"SantaFace 27.75 ea. hem, 3—35" Santa Faces, 3 spot lights, 49 
Item B GP22-12 22" wreath (GP 35-23 Santa Face also available sockets, 300 ft. wire and 300 lacquered 
Santa-Bell 21.00 ea. in single face unit with Masonite back.) flitters, complete ready to set up. $287.50 
Send today for new 24-page catalog No. 52 describing and showing in color complete line of Holiday 
Decorations and Quantity Discount Price Schedule. Dealerships and Agencies available. Write for details. 
WRITE FOR FOLLOWING BULLETINS NOTICE™—We are distibutrs of Pesgas sheet, rod and 
tubing; and can furnish clear and colored acetate and 
Bulletin No. SOIR Sheet Plastic Bulletin No. 542-543 Christmas Scenes & Displays Butyrate sheets. 
Bulletin No. 502A Plastic Raydome for Plant Protection Bulletin No. 5458 Spirolum & Aluminum Festoomng 
Bulletin No. 525 Paul Bunyon Holiday Trims Bolietin No. 548 Large Holiday Scenes (Outdoor ) 
Bulletin No. 531 Northern Festooning, etc Bulletin No. 558 Pacific Coast Evergreens, Festooning 
Bulletin Wo. 532-544 Christmas Displays & Pealing Bells Bulletin No. 562 Miumanated Ornaments | MSS CANORA N\\\y 
Bulletin No. 538K Generaline Plastic Signs Bulietin No. 564 Genco Plastic Pipe 
Bulletin No. 5398 Southern Festooning, Wreaths, Ete. Bulletin No. 564-1 Genco Plastic irrigating Tubing Ve weaves » \ANA 
| Balletin No. S40R — Noma Holiday Items Bulletin No. 565-566 Display World - Signs of the Times Y INUIANA 
\400 W WASHINGTON PRONE 4871 
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. ..an amazing, low-cost product 
for every display creation 


IT’S DIFFERENT! 
New Spray-It-Snow KOLOR-FLOCK is absolute- 


ly unlike any display product you are now 
stocking. It is not a paint. It is simulated colored 








v flock! As you can see in the photomicrograph at 
the left, KOLOR-FLOCK has real depth. Its tex- 
ture is thick and fluffy ... resembles snow or 
cotton. 
IT’S USEFUL! 
KOLOR-FLOCK means everyone can have beau- 
tiful full color flock effect ... all in 1 package 
and at a price every dealer and display creator 
can afford. A variety of colors makes this product 
ideally suited for such decorative purposes as 
floral displays, christmas trees, wreaths, store 
displays, signs, window trimming, etc. 
IT’S PROFITABLE! 
Here is your opportunity to use and sell the 
greatest display unit ever offered. Nothing like it 
has ever been on the market before. Be the first 
in your territory to profit with Spray-It-Snou 
KOLOR-FLOCK. Write for details, today! 
SPRA Y-IT-SNOW | 
2 : 
- ee ah 
S : 
Available in these ; 
Popular Colors i 
@ RED 
A © GREEN ; 
SPRAY IT... SELL IT! © BLUE | 
New KOLOR-FLOCK S ® YELLOW 
spraying. self-selling 12. ® ORANGE 
® PINK 
: ® ORCHID 


Plus White! 


PBROND: 


“ILLINOIS BRONZE POWDER COMPANY -—2023 South Clark Street—Chicago 16, III 


The Originator and Nation Wide Leader of Aerosol Spray Paints 











‘ 


look for this famous 
your assurance of 


New fall 1952 line features sparkling autumn shades: 
Rust. Beige. Wine, Gold, Orange. All rich, velvet-like base 
colors . . . applied on sturdy seamless paper. Colors highly 


sun-resistant. 


OTHER AVAILABLE GUSTAVE RUBNER ITEMS 


@ Foamtex @ Metalo-Flex 

@ Superlawn Paper @ Superlawn Cloth 
e@ Corkette @ Gravel Paper 

@ Snow Paper @ Ice Cloth 


@ Gravel Cloth @ Foil Cloth 


all-over tex- 
tures on BUTLER 
Seamless — cre- 
ated expressly for and 
available exclusively 
through Butler Paper 
Corporation, New York City 








trademark... 


(CLEARLY MARKED ON EVERY &OLL) 


UNSURPASSED QUALITY — 


a ..- 


DISTINCTION 
ORIGINALITY in display materials 


JOBBERS: Buy direct from a reputable manufacturer! 


All items shown — except those marked*— which were created 
expressly for, and available exclusively from the following authorized f 
. . : 


distributors: 


JAMES A. COLE, INC., New York MAHARAM FABRIC CORP., New York 
THE GARRISON-WAGNER CO., St. Louis PARK LANE FABRICS CO., INC., New York 


_ INC. ART R. COHEN CO., Pittsburgh Gam i“ » 
see our display at the NADI show _@ Al 


ROOM 727 and 728 Sat fp 
Hotel New Yorker Starting June 28th ie. ae DP 
e* aid 


gc 
Flagston 
a. 


SSOSSSSS 


RUBNER3.. 


There’s Always Something New ‘ 
5925 Broadway, New York 63, N. Y. ae XY %, 


Wiiy, 


4 Brick Walk* 
HA in ti te” 
ath th 448e7 
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SANTA CLAUS Wit ‘ Hy) AR} sels 


made of 100% Du Pont N Y L Oo N 


ha 
* FLAMEPROOF 
* WASHABLE 


* COMBABLE 


Get Your SANTA 
Ready for XMAS 


ORDER NOW! 


These superbly styled Santa Claus 
wig and beard sets are made of 
100% DuPont Nylon hair which gives 
them the most attractive Yuletide 
appearance possible. They are soft, 
absolutely non-inflammable and can 
be washed, recombed and recurled. 


The wigs are the purest white ever 
made and will not fade with use or 
time. Nylon hair is twice as strong 
as natural hair. 





The beard is approximately 15 inches in waved length, and the complete 
set is available at the low price of only 


$16.50 Fos. Ny. 


MAKE CHILDREN BELIEVE IN YOUR SANTA — GIVE HIM THAT "REAL" LOOK 


MEYER JACOBY CORPORATION 


34 WEST 20th STREET 
NEW YORK tt, WN. Y. 
CREATORS AND MANUFACTURERS OF AMERICA'S MOST BEAUTIFUL DOLL, DISPLAY, AND COSTUME WIGS 

















GEE IF | COULD 


QULy GET AN 
EXCLUSIVE!" 












LY 

















"THIS SOLVES \ 
MY CHRISTMAS } 





THESE FELLOWS 
| T] ALWAYS HAVE 


| SOMETHING NEW! 
"“YRE GLADI \ | 


DIDNT MISS 






































Dro-Vyjow Wbred’ 
tf? e 
Chiba Cxeuttons 
we 


NDISON. AVENUE + NEW YORK 16 ,N. Y. 














clock Phe 
weeks 
place is 
New 


to unfold and 


turn back the 


time 

he tore 

Ro« ke 
York 


Radio 


evening, Just two 
1950 The 
} 


enter, the very heart of 


Drama is 
has donned best dress for the 
Looking = s 
twinkling 
ai vriad 
Powering giant 
isands 
joining 


splen 


going on 

re appears 

avenue but 

veryone 

has stopped to stare front of Saks 


Fifth 


ing in 


Avenue Life-like figures 
giant 


Chere 


mid-air 


pended from ropes 
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Dramatic Display Is Not Limited 


hundreds of multi 


from Christ- 


Pipe organ and now 
Colored lights are 
Mas trees 
Choral singers being 
Position. Workmen are 
Keys on ropes from one to the 
Gut the 
this activity was the now 
Seen here, and 
Yorkers to feel and enjoy 
I} interesting 
thi. Saks-Fifth 
telling the public 
group nore than 100 voices 
devoted iy hours of their o time 
to practicing he traditional 
Caro | entertained t 
wit! ' stitarl } 
Stati 
Wish 
Sta! 
bui! 
: | 


ana < 1 ' il started 


glimmering 
niches ready to receive 


pulled 


swinging like mon 


framing 
up to their 
other through 


snowy night The result of all 
setting 


New 


memorable 


here is an 
Avenue 
about 


group 


hristmas 


on 4 ( ale models, sketches, 


‘ 
1 
‘ 
‘ 
‘ 
q 
‘ 
. 
‘ 
S 
‘ 
q 
q 
‘ 
‘. 
3 
‘ 
a 
‘ 
q 
| 
1 
| 
| 
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experiments, and hard 


work until the gre 
day of installation came It turned « 
be one of the greatest and most 


Fitth 


become an annual 


displays ever shown on 


appears to have 


Our large retail stores, witl 


mendous growth in the past 50 vears, 


gradually become public institutions 
did this development 


found that it 
superior 


come 
tailers paid 
with service 
l 


public 
fortable places to shop, anc 
r to. milady’s 
taste and atmosphere To 


this the ph al 


had to be 


appearance o the 


continually improved, | 


—The spectacular front treatment of Saks- 

Fifth Avenue for last Christmas is seen above, 

and the Easter setting is shown in the center 

photograph (courtesy of Fairchild Publica- 

tions, New York City) . Left, a close-up 
of the Easter windows— 


sensitiveness t good 


roth imsic 


1952 


at 


attractive 
avenue and 
fixture 
their tre 
have 
How 
about Re 


to provide the 


accomplish = all 


store 


1 
ie 
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By Store Or Season 


and outside. It was found that merchandise 
displayed in a more attractive and dramatic 
fashion sold more goods After all, is this 
retail 


not the function of any 


establishment to 


primary 
present merchandise 
in such a manner that it will be irresistible 
to the shopper and more important to the 
casual passerby who may be induced to buy 
on impulse 

We have had actual proof by 


authenti 
cated research hat 


on this subject that m 


| 


dise better and more dramaticall 


attracts more attention and 


played 
goods than 


more simple, unadorne: 


—Top, a millinery window used as part of a 
store wide promotion by Cleland Simpson 
Company, Scranton, Pa.; James Hines is dis- 
play director Center, a display by 
James Behan, Henry Harris Company, Cincin- 
nati . . . Right, even oysters on the half-shell 
lend themselves to dramatization, as evidenced 
by this display piece used by Toffenetti’s, 
New York City 
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plays. Many columns in this magazine have 
been devoted to the wonderful work ac- 
complished by the research programs of the 
National Association of Display Industries 
in cooperation with the School of Retailing 
of New York university. Over a period ot 
many years the writer has had the privi 
lege of reading letters written by customers 
of our larger stores evidencing appreciation 
surely 


of certain special displays It is 


gratifying to the people who have even 
a small part in creating these attractions 
to realize that their efforts have not, been 
in vain, and store owners are reassured 
that the public 


anticipation’ to a repeat performance of an 


looks fosward with mucl 


outstanding display such as Christmas and 
Easter promotions 

Many years ago when the much respected 
and beloved A. V. Fraser was in charge of 
display for Marshall Field & Co., in Chi- 
cago, a visit to that city was not complete 


By SYLVAN FREUND 


Decorative Plant Corporation, New York City 


without a trip past the store’s famous win- 
dows, known all over the world as out- 
standing examples of the very best in dis 
play This, of course, applied to John Q 
Public and not only to those actively in 
terested in display 

Many of our great cities are just as 
proud of their leading stores as their local 
institutions. Their prestige keeps increas 
ing with the years as they provide the 
public with interesting promotions and, of 
course, with outstanding displays. However, 
the recent years have witnessed a tendency 
on the part of some merchants to do away 
with dramatic presentations and turn toward 
what we would term utter display simplicity 
They believe it is a return to principles 
of fundamental merchandising; that is, to 
present merchandise in as plain and austere 
a manner as possible, bereft of such accepted 
display aids as 


mannequins, props and 


[Continued on page 60] 
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Macy's Windows Headline 


windows in 


ORTY of the 
Macy’s, New 


recently to a 


forty-nine 
York, turned 
spectacular dramatization 
With a theme of 


displays 


were over 


of fabrics “Fashion 


Fabrics,” the arranged in 


were 


series, Or groups, across the tront of 


building on Broadway and along the 
street sic Eacl group low 


and each wine 
theme and 
i 


had its own specific 


point of 


emphasis The whole esigned to demon 


strate the fashior 


Was ¢ 
rightness of fabrics 

tremendous 
(DISPLAY 


fabric display 


As was the case with the 
Italian exhibition 


WORLD, 


was planned by 


October, 195 
director of 


with 


John 
Macy’s 
top merchandise management. For 
dramatization, Mr. Foley 
M. Bernstein, Macy’s 
trator of yard goods 
While actual 
ing, constructing, and preparing the displays 
only about six weeks in advance of the first 
installations, the 


window display for cooperating 


the fabric 


worked with Louis 


merchandise adminis 


work was started on design 


project as a whole was in 


before that. General ideas 
were discussed and defined, preliminary plans 
made as to how many were to be 
allotted for the show, and certain ideas as to 
the method of presentation. Then Mr Foley, 
with Mr and Phyllis 
Damen, fabric stylist, personally selected from 


the making long 


windows 


together Bernstein 
the fabric houses over 500 fabrics to be used 
Patterns illustrating the new 
est fashion silhouettes were selected by Miss 
from makers. Then 
were 


in the displays 
Damen leading pattern 
garments for the window mannequins 
made, using the highlighted fabrics 
With the selection of fabrics, plans began 
to crystallize and specific details take shape 
though even then designs were in flux, since 
texture, color and the other inherent charac 


teristics of the fabrics themselves set the 


—Described in detail in the article, the dis- 
play at the upper left features the fabric 
spectrum . upper right, the “blue family” 
. . « lower left, Italian figurines as the display 
prop ... lower right, a high fashion window— 


final Details were 
worked out first for the high fashion windows 
to be scheduled on the Broadway face of the 
building ; the balance of the window block was 
broken into 14 specific groups 


mood for the displays 


Installations were carried out to rotate 
a period of two weeks, 
and timed so the entire 40 windows told a con- 
fabric stretch of ten 


days before the first group was removed 


the displays through 


tinuing story during a 


The first group to be designed was the last 
group to be installed the high-point win 


dows along Broadway, where the specific 


Pagoda- 
background 
feeling of 


theme or sub-head was high fashion 
like 


and 


both as 
created a 
elegance 


structures served 


prop, and high 


fashion and featured in 
that group of windows told a color story with 


Fabrics 


a different color group in each window, in 
cluding the and textures which 
were being featured for spring in the leading 
fashion magazines such as Vogue and Harper's 
Bazaar 


new colors 


Primarily there were two big reasons behind 
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Fashion Fabrics 


Macy's 


huge 


the Macy fabric presenetation. First, 
realize how 


wanted its customers to 


Macy's fabric department is and what a vast 
available in it that 


of 
t 


selection of fabrics is 
Macy's 
including al 
and 
all the 
New York City streets 
Second Macy's 


importance 


carries a complete line fabrics, 
1 the 
Hence 


windows 


newest in textures, colors 


a massed effect, emplovi 


so Ol 


store's down two important 


wanted to the 


of 


nt wut 
pomt up 


fashion fabrics, and dramatize 
rightness of 
ist November 
display department. set 


job 


advertising 


the fashior paper 


Mr 


out 


patterns 
Foley and the 
to prove what a 


terrific window display does aside from 
Displays for that demonstration 
Macy's to the 
as “the most exciting store in the world.” In 
full f 
Fabrics “in the 


Macy's 


were geared to present public 


keeping with that idea, the title for this 
fabric ‘ 
World's 
Windows 

With 


exclusively to fabrics 


display was “F: 


most exciting Showcase 


of displays given 


the show, Macy's 


bank 
for 


eat 


this g 


exciting “showcase” served as the springhoar 
the Phe 
tion was picked up in newspaper advertising 
Dut 


‘Writ 


for store’s fabric promotion promo 


and in departmental display 
Dan 


featured in interior 


it 
special showing River's kl-shed 


cottons were 


shows staged of costumes 


he 


} 


fashion 
of the 
cided 


Macy's fabric department 


were 
fabrics whole ey 


the 


new 


with spring showing 


From the Broad Vay grouping 
up the new color and texture story 


window keyed to a different color group 
to tell 


windows were planned t 
| 


story as the spectator movec 


building to Seventh avenue 


(One series of tive large window 


—Upper left, "The Crisp Look’ 

right, “Fashion Makes the Fashion" , 
Lower left, the “Wrinkle-Shed' cottons dis- 
play ... Lower amatizing the new- 


Upper 


j 


this 


+ Fash isn bebrice 
fenCUUA ER ORE URC 
4 MACYS WINDOWS 


8D. bratheae, ww hr ive 


By CLARA BALDWIN 


to depict the color spectrum, running from 


Mr. Foley 
worked 

were 

bolt 


true red through red-violet says 


the spectrum evolved as they on it 


opened 
to 


Partitions between the windows 


the display continuous, next 


fabric 


and Was 


as much encompassed as 
which meant a 


all 


bolts of material arranged in the 


terrific 
people \bove 


he area 


assortment, something for 


spectrum 


array 1 fashion figures from pattern 


center of backpat els 


costumed in fabric matching 


color ane 


texture of the bolt of goods 
ly low it 


nmediate Overhead of 


drapes 


were arranged to blend with and 
the spectrum story 
story of the she 
keynote t 


window off 
Mr. Foley 


blues Small 


single ) 
season’ s I 
first 


street, 


34th 


display around 


squares of blue fabrics in varying shades, 


and fastened to 


[Continued on page 68] 
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fashion merchandise. Carson Pirie Scott 
& Co. devoted its bank of fashion windows 
to rare paintings which were compared 
with the artistry of contemporary de- 
signers, and Baskin’s selected colorful ce- 
ramics to give a display color and fashion 
authenticity Those windows which were 
not reserved for the art exhibition were 
banked with flowers for a traditional salute 
to the awakening of a new season. 

\ bank of six windows at Carson Pirie 
Scott & Co. came alive with fresh, potted 
flowers in lacy white wire flower carts 
and flower stalls, the flowers setting the 
color scheme for walls and lighting that 
picked up the dominant hue of the mer- 
chandise. The copy on plywood expressed 
the fashion angle, “Dress plus Jacket equals 
Springtime with practical prettiness,” and 
included cutouts of the dress and jacket 
Clement Bradley, director of display for the 
store, tied the scenes together with white 
wire Irames 


Not all of Marshall Field’s windows 
during its centennial celebration reflect the 
influence of the past on fashions of the 
present. In the following two scenes from 
different sequences, John Moss, director of 
design, omitted any reference to the theme 
that is being used to publicize Field's 
merchandising record 

In the second photograph is seen a dis 
play dramatizing navy blue, gray and 
checked suits and inspired by the current 
interest in modern art. The backwalls 
were apricot, green, rose, chartreuse or 
fuchsia with matching plateaus and _ side 
panels devised to carry the promotional 
legend “What is it?”—the reaction the 
lay public usually receives from a modern 
painting—was set forth on a_ side panel 


—Top, by Clement Bradley, Carson Pirie Scott 

& Co. . . . Center, by John Moss, Marshall 

Field & Co... . Left, by G. C. Bowen, H. C. 
Lytton & Co.— 
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—Right and center, by Reed Schlademan, 
The Fair Store . . . Below, by J. Boghosse, 
Goldblatt Brothers— 


An informative reader stated, “It is any 


thing you imagine.” To bear out the 
implication of modernity, the window color 
was splashed on white paper in the manner 
in which ink spots create a_ tantasttic 
designed when pressed between a_ folded 
sheet. The question, “What is it?”, was 
repeated on the back panel and answered 
more specifically there by a reader, “Its 
your spring suit silhouette” “Soft 
skirted” “Ribbed and rounded” 
“Brief jacketed” “Dandified” 
“Middy topped” as the case might be. In 
the illustration here, the suits were “Soft 
skirted” and a wash drawing on the back 
panel interpreted displaywise what the 
artist might have had in mind 


AA ° 
The Art In Your Life” —— »ssner ware 


The third photograph is trom = another 
series by Moss featuring Swiss, Italian, 
British, French, and Spanish imports and 
plainly marked the merchandise as from 
Britain. The same display technique was 
followed in all windows, with one or two 
modeled imports given a prominent posi 
tion, and objects from the various nations 
grouped = off-center The imports were 
identified by a national emblem and a related 
architectural structure In the display 
pictured, a British flag was painted on the 
ceiling and a sketch of Westminster Abbey 
appeared on the left backwall 


G. C. Bowen, display n.anager, Henry 
( Lytton & Co., caught the eye of teen 
agers with a telling display directed to 
“Teens in Tune with the Time.” Deco 
rative effects were achieved by coat hangers 
sprayed navy blue to which were hung two 
panels of chains of white daisies with 
vellow centers to pick up the vellow of the 
coat and a wide band of navy blue ribbon 
to pick up the suit color Directed to 
the younger generation were phonograph 
records fastened to the ribbon bands on 
hoth of the hanging panels along with 
photographs of Johnnie Ray, the teen 
agers’ latest rave 

For a showing of spring millinery, Dis 
play Manager Reed Schlademan employed 
an inside-outside treatment little French 
shops within four windows, one of which 
is shown The floors of the Parisian shops 
were of tile, while green grass was spread 
outside The “inside of a shop” effect was 
augmented by strong lights trom an over 
head enclosure that confined the lighting 
In each window the hat colors were kept 
to one hue while props of bright yellow 
and green against sunny yellow backwalls 
heightened the mood of spring 

At The Fair an unusual perspective set 
ting advantageously displayed a_ collection 
of shoes with props that exemplified Reed 


[Continued on page 59] 
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ordinated fashion displays throughout i Special plastic boxes on glass shelves afford 
floor the intimate apparel department much eye 

itect Daniel Schwartzman created a appeal through the neat array of attractive 
ber of novel display arrangements on the merchandise This arrangement makes it 
floor and lower level asy for the salesgirl to bring out a selection 


ens made of wood, metal and glass are of feminine fripperies. The merchandise is 

tensively both for display purposes also kept band-box fresl 
lividers between departments methoc 

tractive screen of white metal, featur One of the most attractive departments in 


1 through this display 


lied 1 " 


metal light cornices and suspended the store, the women’s shoe section has a 
separates the Gift Shop fron woven wood motif in natural color as a dis 
store play background for the multi-colored and 

, 


her unusual fixture is made of expanded extured shoes Woven wood is also used for 


ls, painted white, and suspended the paneled screens which surround the de 


Oxford gray wall This unit partment 





holds spun aluminum containers for the display Three shadow-boxes are incorporated 1 
colored artificial flowers the periphery screen arrangement. Used for 
novation in bedspread display has been fashion displays, the screens are flanked 

linens and domestics depart on each side by shelves to which are fastened 
on “LI” beam tracks, the plastic forms for shoe display. Each one of 
front row of bedspreads may be slid back to these plastic forms can be rotated so the 
reveal others, therefore greatly increasing the customers may examine from all angles the 
capacity of display shoe displayed. This system prevents the shoe 


splay Is The Key-Note 


of careful forethought was 
given to display by the architects who 
designed the new Abraham & Straus 
Hempstead, Lor land 


said 


three 

Daniel 

Marcel 

a suitable display backgr« 

handise throughout the man 
“islands” feature full 


owcase corners for coordinated 
lisplays These islands 
= 


back-bone frame which affords 


r inserting displays at 

iz the back fixture or using it 
sermraee 

Il removable hi box units with 


used for co 





from being picked up and misplaced, thus 
spoiling the orderly effect 

Providing room for up to 264 shoe styles, 

is unusual unit is believed to provide the 
largest assortment display of shoes found in 
any suburban department store 

Customers descending to the lower level 
of the store are greeted with a panoramic 
display of delicate china in an illuminated 
setting of gray accented with mauve 

Single vertical stanchions, supplanting the 
old-fashioned tubular frame which often cut 


the view in curtain and drapery depart 


—Top, a screen of woven wood in natural 
colors holds an assortment of slippers 

Directly above, a view of the main floor of 
the new Hempstead unit of Abraham & Straus; 
the main store is in Brooklyn . . . Left, the 
thrift dresses section features special open 
hanging racks; a glass roof over the flexible 
fixtures gives protection and may be used for 

display— 
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ments, have been used for the display 
various length glass curtains Capable 
making a 300 degree revolution, these fixtures 
provide an unusual amount of display space 
Other display arrangements, designed by 
Architect Schwartzman, include divider screens 
of perforated hardboard as a background for 
ranges, sinks, washers and dryers Chese 
screens are provided with electrical outlets 
for the demonstration of the appliances. l 
addition, the first screen of the series has 


been arranged to provide plumbing facilities 


—Umbrellas are displayed against a tilted 
rack of light blue . . . Upper right, bedspreads 
in the background are mounted on tracks so 
the front row can be slid back to reveal 
others . . . Center, a woven wood motif in 
natural color is used for background in the 
women's shoe department . . . The patterns 
department has a pattern book viewing fixture 
of grayed oak, with the pattern cabinets 
forming a pleasant contrast in green— 


SbhSoP LAY 


WORLD 








for the demonstration of automatic washers 

Architect Peter Copeland, who designed the 
second floor, made use of special open hanging 
racks \ glass roof over the flexible, ad 
justable and convertible fixture vhich is a 
skeleton of chromium brushed and colored 
metal, gives the necessary protection to the 


} 1 


merchandise End panels on the racks vary 


character from department to department 


tie-in with the decor of the particular ce 
partment. Clear plastic, odd cut-out wood 
shapes, wood slats, < metal lace work have 
lful attractive end 

panels 
Vertical frames at the f rs of the 
nillir create an airy age-like 
the department is enclosed 
a special try-on and display 
arrangement vhich forms an important back 
ground for the entire department, the feeling 
f openness 1s still strong 


LContinued on page 7o] 
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by dite ehring 


Display Designer and Consultant 
New York 


Arrangement: Tw 
hildrer lisplay 


telling. 


Properties: Tw 
sprawied na 
Hon wach dre 


ant ri 





Arrangement: For the bride-to-be showers are 
delightful and thrilling events; this display promotes 
gadgets for such an occasion. Two definite units 
are notea. 


Properties: ‘Gadgets for Showers’ suggests the 


theme in this window. Three shelves trimmed with 








olorful paper display kitchen utensils in a wide 
assortment. Mannequin at right is surrounded by 
unwrapped packages which are tied in by the two 


py cards shown on either side. 





Arrangement: 





Properties: 


rr 
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COMING UP 
YW, 


Arrangement: This men's summer shoe display con- 
sists of two units closely tied together. Merchan- 
dise is limited, 


Properties: The back panel unit shows a fishing 





schooner in silhouette. In front of it is the riser 

unit with two display levels. It is topped by two 

sail boats. White shoes are shown on riser and 

floor of window. One or two ties draped on 

ser add interest and color. Small copy card is 
sho 


alse 








Arrangement: In this travel display several ele 
ments combine to form a single | Marchan 


dise is neatly arranged 


Properties: A roadside billboard serves to frame 
the elements within. Going Places’ is the car 
tion in this display. Traveling apparel is arranged 
in an appealing manner. Manneauin is shown at 


right with copy card. 








Arrangement: This men ymmer sport shirt dis 


~{ 2 ‘ - : | ~ 
O evera elements n pleasing 


or a corner 
29d valance lends a dec 

iper sculptured sun bears 
neatly arranged amid an 
equipment. Copy card is 


of window. 
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a Michels, Amsterdam, 
Netherlands, is an imaginative, 
erudite and enthusiastic designer of 
store interiors and fixtures whose work you 
can see (if you can make the trip) in many 
of the leading cities of Holland, Belgium 
and Germany 
With a briefcase filled with photographs 
(of which we picked a ftew) and a head 
full of sparkling ideas (of which we picked 
many), Mr. Michels sat down with us and 
proceeded to open our eyes to some ot the 
most functional and _ interesting interior 
setups we've had the privilege to see 
Some years ago we made a quick trip 
through Europe, so it didn't le as too 
guch of a surprise to learn that some of 
seen in the 


the world’s finest stores can 
Old World. Austerity or not European 
retailers are justly proud of their achieve 
ments. We remember beautiful Jelmoli’s 
in Zurich and the modern stores in the 
Scandinavian countries. And we saw how 
some of the old store buildings along the 
Thames (London), the Moldau (Prague) 


New Ideas In European Store 


{BARGE MR ae 


\ 


and the Seine (Paris) 
vie with the best 

But to get back to the Netherlands, Mr 
Michels unfolded on our desk the 
proudest showplaces of Dutch retaildom, 
Vroom & Dreesman. With stores in Rot 
terdam, Haarlem and other cities, this com 
pany has established one of the finest retail 


organizations in Europe 

The Rotterdam store is an imposing build 
ing of two floors and i basement En 
circling the roof is a large aluminun 
quee with indirect hghting of 
lights The store's name 
distinction against — the 


ground 
The marquee, however, is n 
fixture Future plans call for 
pansion of the store Five m« 
planned, but the high construction costs 
and fluctuating buying ‘ rs made a 
postponement advisable yasic foun 
dation, however, 1s present 
huge columns entirely out of proportion to 
the requirements for a two-story building 
But these columns are not permitted to 
Sore On the contrary they 
to work as real selling units. In 
many departments merchandise is displayed 
on units which revolve around the columns 
like a Lazy-Susan. Instead of walking around 
the column to see all the items, the cus 
tomer can stand still in one place and 
merely turn the displayer 


—The circular displayer on the big column at 
the upper left is of the ‘Lazy-Susan"’ type and 
can be turned by the shopper at will 

Center, a window display at the Haarlem 
store of Vroom & Dreesman . . . Left, the 
flexible ceiling lighting in the Rotterdam store is 
described fully in the article .. . (All photo- 
graphs by courtesy of Retail Reporting 

Bureau, New York City) — 
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—Right, escalators in the Rotterdam store 
ascend and descend through an open well 
which provides a view of both floors 

Center, special curved showcases are used in 
the silverware department Below, iwo 
views of the store front of Kauf Halle, Stutt- 
gart, Germany; the entire front is raised in 
good weather so that the store is completely 

open to the street— 


Vroom & Dreesman’s Rotterdam 


encircled at street level by big 


windows which reach from floor to 

Displays rise life-size from the floor 
the entire spacious interior ¢ Me seep 
from the street. In tl window 


displays themselves imaginative, as 


1 
flower-fille 


\ painter 


can be seen in the 
outdoor scene to display millinery 
with her palette is painting “pictures” im 
three delicate frames suspended from 

ceiling The “paintings”, of course, 
three head forms set in the frames and 


dressed with colorful millinery and a 


cessories The painter's brushes and paints 


are set in a hat-box at the base of the tree 
One of the most outstanding teatures 

the Vroom & Dreesman stores 

ing treatment executed 


Rotter 


tects, the Kraijvanger broth 


dam This unique ceiling he \ fun 
tions: (1) to hi unsightly 
and wiring ceiling, and 
vide for a n mum of mobility lighting 
arrangement 

The entire ceiling is painted a deep 
midnight blue. Suspended just below it witl 


gigantic 1 § wood 


iron rods is 
making hundreds of square 2 by 2 


feet in siz Fluorescent incandescent 
lights in movable fixtures < 1 this 
framework and plugged into 
ceiling outlet This creates me only 

i 


appealing visual pattern, but since 

fixtures can be moved at will, they 

positioned to suit any display need 
When a counter is moved, 

lights above it. When an island set up 

on the floor, a few fixtures in the frames 

directly above it provide tl 


1¢ necessary 
lighting. With constant changes in the store 
as new floors are added and departments 
shifted, this method of illumination is an 
extremely important tactor Each fixture 
fills one frame, and all across the ceiling 
they form interesting patterns, shapes and 
angles, depending on the lighting require 
ments of the floor below 

At Vroom & Dreesman’s store in Rotter 
dam the unlighted squares are left open to 
make a striking contrast between the mid 
night blue background of the ceiling and the 
light-filled squares \t the Haarlem store, 
however, the dark squares are covered 
with gray wallboard for a more soothing 
effect 

Another functional approach to store de- 
sign is evident in the escalator unit In- 


[Continued on page 69] 
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Apparel in general was feminine and 
pretty, with a wide variety of skirt widths. 
The “wandering waistline,” which in some 
garments climbed and in others dropped, was 
much in evidence. Many of the whirling 
skirts were modeled over stiff, crisp petti- 
coats. The use of much embroidery, glit- 
tering shell or jewel encrusting, and deli- 
cate thread embroidery all feminized current 
display. Aiding this tendency was a modi- 
fied interpretation of the Gibson Girl in- 
fluence reflected in high collars, dickey 
effects, and very full puffed sleeves 


Colors were of great importance this 
season. The top prestige of this period, 
a trend noted for at least two months, 
would appear to go to pink in all shades, 
as mentioned. Second only to this was navy 
blue, a perennial spring favorite Also 
very much in the display scene were chalk 
white, sharp pastels, neutrals, the whole 
family of blue, and black effectively teamed 
with white 

The “Gentleman Jim Look” was the cap 
tion given by Stanley E. Thompson, dis 
play director of The May Company, down- 





town Los Angeles, to a series of eight 


Los Angeles Reporting 


By ELEANOR TAYLOR 
















URING the late spring season Los — observed Other “miracle materials ot fashion windows (first illustration) All 

Angeles display concentrated to a orlon and nylon, alone or teamed together, of these windows were quite simple, but 

large extent on summer and vacation were played up repeatedly were very effective. In the first display 

wear but millinery displays were still, how All types of fabrics from organdy to the walls were dark gray, as was the 

/ ver, very much in the limelight long after lightweight wool used black velvet touches painted floor An old-fashioned grill made 

the Easter parade. Chic small hats and ro for an effective spring accent, dramatizing of black wood was used to outline this win 

mantic larger ones with shallow crowns even the simplest gown dow The oval frame carrying the caption 
| is well as many sailors, pillboxes and 
| rockers were noticed Magi was still 
being created with traditional flowers and 





veils Many of milady’s chapeaux were 






DONS lace, and 





with jewels, 





idorned 






fripperies 











mmen's apparel, and also in the use 





cottons, nylon sheers, silk intun 






Spencer coats wht wked lke fleece but 








which were actuall 









—Upper left, by Stanley E. Thompson, The 
May Company-Downtown . . . Right, by Vid 
Rosner, Lucy's, Hollywood— 
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—Right, by M. D. Luick, The Broadway-Holly- 

wood .. . Center, by Robert E. Rough, The 

May Company-Crenshaw . . . Below, by E. J. 
Nardini, The Broadway-Crenshaw— 


was of wood in a deep gray and a pink rose 
was pinned on one side. A square frame 
carrying feminine accessories was placed 
beneath it; this was of the same wood, 
with touches of white 

The mannequin’s blouse was a rich pink 
No doubt because of the late spring rains 
in Los Angeles this year, the figure held 
a black umbrella 
pink behind the baseboard at the lower 


Background lighting was 


rear of the window. A touch of gold was 
given to the display by the use of a small 
ornate clock 

\ second window of this distinctive 
display unit had three standing figures in 
gay spring apparel. The prop in this win- 
dow which carried the “Gentleman Jim 
Look” theme was an easel with blinker 
ligl which flashed on and off In this 
effectively simple display the mannequins 
stood out with startling distinctiveness 
against the dark gray floor covering and 
walls. All of the figurines wore gay spring 
chapeaux, from a highly decorative one 
with an egret to fairly casual hats. Pink 
was also used in this display on some 
items of clothing, and particularly acces 
sories 

\ striking millinery display was a timely 
one by Vid Rosner, display director of 
Lucy’s on Hollywood boulevard (second 
photograph). The entire color scheme of 
this window was lemon-yellow and_ rich 
gray. The reader, for instance, which was 
placed at the base of an oblong plant 
stand, used yellow script on gray glass 
This sign was a play on words, and read 
“Lucy’s Plan(t)s For Spring.” 

An artistically draped backdrop was of 
lemon-yellow ninon, matching the yellow 
rug. A large gray planter box dominated 
the center of the scene, and out of this 
box there extended six light gray hats, 
placed on gray dowels All real flowers 
yellow daisies in this case, the bright gay 
color accentuated by greenery were used 
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WORLD 


in this display cartwheel ha 

in the foreground, as well as a smaller 

one, were of lemon-vellow This window 
Was one oO! seven 

\n unusual and effective display utilizing 

popular navy blue theme was one by 

Luick, display director of The 

ay-Hollywood. In the window show: 

third illustration a large spring 

fern was suspended in a container 

a white chain This cool white 

or the ring surrounding the 

white bird Cage which con 

\ distinctive featurs 

was the fact that half o 

inside the window, and _ hali 

\ loud speaker 


carried the cheerful singing of canaries 


on the = street outside 


out to the passing throng on Hollywood 


boulevard. The mannequin in this display 


was dressed in a navy blue suit, small 
vellow hat, gloves and accessories and was 
posed standing in a circle of white rock 


[Continued on page 621 
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It's Definitely Summer In 


ribbons, 
of white 
nk floor 

Macy & 


striking 


—Upper left, by Winston Jones, Franklin 
Upper right, by John R. 
Foley, R. H. Macy & Co. . 
John Robert Cobb, Henri Bendel’'s . 


Simon & Co... . 


right, by Edward von Castleberg, Blooming- 


dale's . . . (All photographs by courtesy of 


flowers and a_ bird 


paper were scattered 


. . Lower left, by 


Virginia Roehl Studio, New York City)— 


. . Lower 


in the squares of 


centered with letters spelling 
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By VIRGINIA ROEHL 


N CW Y or k D | S Dp | a y S Virginia Roehl Studio, New York City 


“Young Timers The Victorian script let “opened with a dramatic splash of fashions 
, 


ters were tinted in French blue shaded in six windows were handled to give 
black and each square was outlined with continuous picture of a beach club and 
minute green leaves combined with delicate environs. In several of the displays 
blue-lavender grape hyacinths and = pink man , conversational gt 
rosebuds floor v vered in pink ach si were taking a 
and the bi all hting was also in pink n other setti 
\ white wire basket to the left overflowed accompanying illustration, th 
wit! < roses, purple lilacs, violets and with the porch of the club 
lily valley and =m: the central ’ onstruction was finishe 
point roa grouping i toiletries gray and 1 was 
Some of tl jovs of summer out of doors vende an lanterns 
were depicted by Display Director Edward h é h , ropi 
von Castleberg in a series of windows at he backwall was painted 
Bloomingdale’s, tying in with the opening 
of the Beach Shop which, to quote the copy, — t rough sky-blues 
which covered thickly 
and i: 
—Upper left, by Henry Callahan, Lord & .),) , 1 and interesting 
Tay . . . Upper right, by Walter Hazeltine, f driftwood made an enclosure for 
McCreery's . . . Right center and lower left, on f the white potted growing ferns 
by Gene Moore, Bonwit Teller . . . Lower right, Continuing the promotion of summer 


by Eric Daniel, Gertz's, Jamaica— [Continued on page 76] 
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Easily Built, Low-Cost Units... 
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... For The Small Store IR yst was 


OST small and average size retail 
stores will find the initial expense of a 
cutting machine, a power bench, or 


band-saw a worthwhile investment 
there is no regular displayman it is usually 


Even if 


possible to locate a member of the retail store 
staff who likes to work with tools, and this 
equipment makes possible the building of low 
cost display units for both window and store 
interior. 

We try to confine all the display 
featured on this page into the easy-to-build, 


ideas 


low cost category, all specially designed for 
the stores who must operate on a low display 
budget and who in many cases can not afford 
to employ a full time professional displayman 

(A) This easily constructed wishing well 
unit will make a good window or interior spot 
display for any the Actual 
tree branches can be used on the roof, painted 
yellow for a spring season display or complete 
with artificial summer 
In a setting the could be 
and the the 
with artificial 


season of year 


leaves for 
branches 
and top of 
snow 


wired-on 
winter 
painted white 
well covered 

Note the small detail showing how the short 
lengths of pine board are nailed onto a 1 by 2 
inch frame to form the roof section. A card 
board tube which can be obtained from inside 


roof 


a roll of linoleum or from your local display 
house can be Cut out two 
round pieces of plywood or pine board and 
nail them into both ends of the tube and then 


used as shown 


wind on a length of 1l-inch rope attached to a 
bucket as shown 

A small detail at the right shows how the 
base section of the well can be built easily 
with the top and bottom sections cut out of 
half-inch Short lengths of 
board nailed all around as 


plywood 
then be 


pine 
can 
indicated 

An excellent rustic finish can easily be se 
cured on the completed unit by the 
following directions 

When the unit is complete and nailed to- 
gether, give it a of dark oil 
while still wet dab on splotches of red and 
green color in oil and then go to work with 


using 


coat stain and 


some dry rags and blend in these varied colors 
Highlights can be obtained by wiping off a 
little of the stain the middle of 
one of the pine nailed 
base section 

This type of display unit will make an ideal 
window dis 


each 
the 


down 


boards around 


center piece for many seasonal 
plays 
(B) This build 


example of what the smaller retailer can build 


easy to unit is a good 
in his small work shop at low cost and, in 
the main, out of scrap The 
can be cut out of a piece of half-inch plywood 
and the unit can be sized so that two, three or 
four shoes can be displayed on the small slop 
ing pine board shelf with additional samples 
displayed on the plywood base. This 
with green matting 
display of white 


lumber base 


base 
can be covered 


grass for a 


section 
to simulate 
shoes for summer. 

A number of these modern design, functional 
display units could be built to be used in a 
window display and 
store counters and showcases 


also on top of 


For displaying 


shoe 


the 
seasonal pastel colors 
finish for 


ladies’ shoes units could be painted i 
An excellent masculine 
a display of men’s shoes can be 
obtained on the units by following these 
directions : 

When the units are nailed together, after 
being carefully sanded, apply a thin 
ordinary flat white paint; while still wet, wipe 
off with that a little of the 
paint remains in the grain of the 
Finally, when completely dry, a thin 


this attractive 


coat of 
rags so white 
wood 
coat of 
seal in natural 
finish 


will 
frosted 
(C) Another unit which any handyman can 
which will prove a 
displays 


shellac 
wood 
build easily; it is one 
useful prop for window 
Artificial vines or artificial flowers 
can be entwined around the unit after the 
merchandise has been draped for display \ 
wide variety of merchandise can be pinned or 
draped on the dowel sticks which are used to 
Note how the 
two braces at- 


numerous 
leaves, 


form the rungs of the ladder 
unit is held upright by the 
tached to the pine board or plywood base 

(D) Scrap pieces of pine board or plywood 
can be used to build these useful plaque dis 
players, and men’s shirts or other accessory 
items can be shown on them for both window 
and counter displays 

(E) Many of the smaller stores have only 
which makes 1 
into 


two large windows, 
to divide them off 


lines of merchandise 


one or 
necessary sections in 
which 
displayed 


various can be 


These modern design dividers can be con 
structed quite easily out of a length of 4-inch 
wide pine board with 1 inch diameter dowels 
inserted as shown 
The complete 
painted in seasonal colors or given 


wood frosted finish, the application of which 


divider units can then be 


a natural 


is described in a previous paragraph 


Baltimore Guild Holds 
Spring Dance 

On the 
more Display 


Balti 
spring 
Hop “4 
Super 
Joseph 
Wat 


evening of 
Guild 
designated as the 


April 12 the 
held its first 
dance, “Bunny 
Dance arrangements were under the 
Shannon, chairman; 


Dave 


vision of Dave 
Rocker, John Tumminello, and 
kins 

During the birthday of Mrs 
Bonnett of 
Thomas E 


celebrated 


evening the 
John Bonnett, wife of John 
Hecht Brothers, and that of 
Schenkel, Hutzler Brothers, 
Frank Malehorn, publicity 
Guild, presented them with birthday 
the 
present 


were 
manager of the 
cakes 
wishes of the large crowd 


amid good 


COMING UP! 
I Am An American Day 
National Buddy Poppy Week 
Empire Day (Canada) 
Memorial Day 
Flag Day 
Father’s Day June 15 
Let’s Play Tennis June 21-28 
National Swim For Health Week June 23-28 
Independence Day July 4 | 


May 18 
May 20-30 
May 24 
May 30 
June 14 


DISPLAYS ~ 


VUE-MORE 


ELECTRIC DISPLAY TURMT ABLES 


ANIMATION MOTORS & 
SPECIAL MECHANISMS 


Quiet @ Wide Speed Ranges 
Dependable 


The 
largest 
variety 

of 
electric 


turn-tables 
_ 


A model 
for every 
use and 
budget — 


CEILING TURNERS 
for hanging displays 


3 STANDARD SIZES 


25 lbs. - 75 Ibs. - 250 Ibs. 


Convertible Tier 


Structures Versatile 


acces- 
sories 
for 
hundreds 
of 
display 
purposes 


Diam. 


8" to 23" 


Rotary electric outlets available 


BREVEL 


e Guaranteed for | year 


MFO. BY 


PRODUCTS CORP. 


$08 BROOME ST NY 
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ng of the fashions and the manne 
‘Californian Fashion Fiesta” in 
hurried through Detroit 
New York on Good 
Fifth avenue in all 
r parade Spending 
ew York I flew direct to 
ain reason for visiting Englat 
Festival of Britain 
for the opening of the 
on to Paris, spending 
here and then flying to Rome via 
Marseilles Traveling through 
Florence, Venice and Milan, then 
Como to Zurich, Switzerland, 


spent three days, I was then off to 
vhere our buying agent met me and 
me through the Nuremburg, Coburg 


d Frankfurt area. From Frankfurt | flew 


to Hamburg and then Copenhagen for a briet 


tay, and then came another flight to Stock 
holm for two days, then back to London where 


g had really arrived and the Festival 


Impressions Of D 


Australian with an Australian's 
out my impressions 
a trip a year ago 

England and the 
that you keep uppermost 
traveled very swiftly and 
made from snap im 

] 


hastened from one spo 


» studied remarks 
ind works in a 
o know local 
he people | 
unqualified to 
set out mv impressions 
tries I traversed between 

1951 
our early autumn, 
break in San Fran 
| were starting to 

| reached America 

Los Angeles in two days, | 
our representatives, The 





Office, where we attended 


was open. “Ten days were spent in London, 
then I returned to America and so on to 
San Francisco via the southern route 

My impressions of America this time, after 
an absence of five years, | must say were a 
little disappointing. I felt that there was 
not much change in display since my earlier 
visit. The only changes were in the new shops 
hat most of the big stores were opening out 

town The most noticeable thing here 
was the trend to landscape windows with a 
view of all that was going on in the interior 
(sone were most of the picture frame windows 
like those of the city stores. One of the 


as was the bringing of the 


—Some of the finest display in Australia is 

done at The Myer Emporium, and the windows 

pictured here are typical of the displays 

created under the direction of Frederick 

Asmussen, whose photograph is at the upper 
left— 
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By FREDERICK ASMUSSEN 


The Myer Emporium, Melbourne, Australia 


the windows and formed a most impressive 
display 

Fifth avenue was really dressed for the 

occasion, and | must say that outstand 

lays were Lord & Taylor, 

Bonwit Teller and Bergdorf Goodmatr The 


real flower settings of the last 1 d were 


nor } 1 
nong these disp 


out of this world here were a few subtle 
changes in display mannequins, the main 


feature being that in a number of cases they 


Mika ETDS ATEN» is SENN ERENCE FOREN: Mi SRT aT 


were bringing back artificial eyes and teeth 
| am not sure that I am sold on this idea 
I lean to the more sophisticated, haughty beau 
ties of Bonwit Teller 

| found a similarity in the displays of Paris, 
the Italian cities, Zurich, Copenhagen and 
Stockholm. Theirs is a definitely different 
approach to display from the American idea 
a more geometric form, shall we say? As far 
as I can judge after 20 years in display, | 
can see little change in their form of display 

[Continued on page 72] 





exterior to the interior, brick walls and su 
patios being used as settings for all types of 
merchandise. One of the most startling things 
was an actual store, or part of a store, built 
around a wonderful old tree which grew 
up through the ceiling 
One of the perfect examples 

trend is the Sakowitz store, in Houston, where 
all sorts of novel materials, stone, wood 
metal typical of the country are used in 
interior. Beautiful rockeries with wonderful 
tropical flowers creeping up columns and 
topped with glass made the most perfect dis 
play dais in the center of a salon As | 
mentioned earlier, all these cities were in the 
throes of Easter Novelties for Easter filled 


—All displays shown with this article were a 

part of the store's British Vogue Export series, 

in which the merchandise appeared in settings 
based on English themes— 
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Merchandising With Display 


By ROBERT STOLZ 
Advertising Manager, Brown Shoe Company, St. Louis* 


have looked toward this luncheon meeting displays are actually three-dimensional ad- These displays have the 


same common 
with great enthusiasm, because I believe vertisements. Each three-dimensional ad must 


ingredients as national ads prepared by the 
the problems of coordination and coopera be carefully laid out and designed before it | manufacturer or national advertiser who is the 
tion between manufacturers and display di- takes form through the perfect blending of second party involved in our discussion. He 
rectors of large retail stores need some real illustration, copy, lettering, color scheme, is vitally concerned about the display of his 
down-to-earth discussion During the next lighting and fine craftsmanship. merchandise and how it is presented to the 
half-hour I will try to nail down some con- 
structive ideas for our mutual benefit 

My hat is off to the attention-getting 
creative displays prepared by the display de- 
partments under the guidance of the men like 
you. The wonderful displays appearing 1n 
store windows and interiors in every town 


1 city across the country have sold a vast 





nount of merchandise, and let no one deny 
tact But | am here today contending 
our selling job is only half done 


uur stores are reaping only half 


ultimate consumer at the point-of-purchase 
He feels that brand identification and greater 
tie-in with his national advertising are impor- 
tant to greater sales for your store and his 
company he combined advertising expendi- 
ture during 1952 will total approximately 


[Continued on page 64) 


—Top, a view of the SDA banquet — 
Directly above, at the speakers’ table, left to 
right, John Doran, Jess Reeves, Milton H. Lar- 
son, Charles Farrel, Ed Lamprich, Howard 
Backer, Bill Veeck, Joe Mercurio and A. W. 
McMahon .. . Left, the new SDA officers; in 
the usual order, Charles Jarrell, first vice- 
president; Joe Apolinsky, president; John Ham- 
mond, second vice-president— 
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SRT MEG. CO....1147 WEST OHIO STREET CHICAGO 22, ILLINOTS 





4 
TRADE - MARK 


FLLINOIS MONROE 6-1906 








‘ 11@7 WEST OHIO STREET AGO 22, ILLINOIS 


and now...peg glass 


RAGE - MARK 


_it comes 24 in. x 24 in. 








with holes on 4 in. centers 


Silutily from 7/32 crystal... 
$9.75 per sheet .. 


oO 1147 WEST OF STREET CHICAGO 22 





DISPLAY 


_..on and off the record 





—Louis L. Spear, right, former presi- 
dent of the Chicago Display Associa- 
tion, is presented with a handsome wrist 
watch by Sol Fisher, president of the 
organization. Spear resigned recently 
to become circulation director of the 
Chicago Sun Times. The association is 
composed of six Chicago display instal- 
lation firms-—— 


—One of our English readers, 

R. F. Burndred, display man- 

ager of J. J. Palfreyman & 

Co. Ltd., Staffordshire, photo- 

graphed while on holiday in 
North Wales— 


—Mrs. Anne B. Young, display 
manager, L. R. Samuels Com- 
pany, Ogden, Utah, is presented 
with the first prize trophy in a 
local spring opening display con- 
test. Collin Lowder, manager of 
Station KLO, is at the left, and 
Scott Rye, manager of Samuels, 
is in the center. Mrs. Young is 
the former Anne Ackroyd, of 
Ungar's and Zell Brothers in 
Portland; she was married re- 
cently to Scott Young, interior 
display manager for Samuels— 


—Catching up on DIS- 
PLAY WORLD news are 
Jack Starer, seated, and 
Henry Cohen, both mem- 
bers of Starer Displays, 
Milwaukee— 





—Bill Wyatt, display director of 
Hahn Shoe Company, Washing- 
ton, won an all-expense-paid trip 
for two to Bermuda in the con- 
test sponsored by E. E. Taylor 
Shoe Company and TWA. Here 
he and Mrs. Wyatt are seen en- 
joying the view from the grounds 
of the Castle Harbor hotel— 


—At the fourteenth anniversary 
luncheon of the Louisville Display 
Guild. Left to right, standing: 
Phil Sandman, Fred  Striebel, 
Henry Fetter, George Tuell, Larry 
Tobe, Irwin Kaufman, “Mac” 
Harth, Jim Blalock; seated, D. S. 
O'Leary, Stanley Baugh, Escher 
Bettis, George Ginter, Howard 
Bumba and Joe Kreis— 
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Einar Larson 


Display Director, Gimbel’s, Milwaukee, Wisconsin 


Here is a man of many talents. A versatile artist who paints in oil as well 
as water color. An expert in commercial hand lettering. Studied sculpturing 
in Paris. His chief interest is devising the latest and most scientific display 
technique in modern merchandising. Noted for his creative ability and 
high fashion window treatments. Einar Larson was born in Bergen, Norway. 
He set foot on. American soil at the age of 13. Started his display career in 
Milwaukee as an apprentice. Associated with Gimbel’s as Display Director 
for the past 16 years. His hobby is horses «. . not “hobby horses,” but real 
live saddle horses . . . and you'll frequently find him breezing along the 
bridle paths in and around Milwaukee. 


EH: 





=> >>> 





1842 ¢ Cimbel’s, Vincennes, Indiana 1952 © Cimbel’s, Milwaukee, Wisconsin 


ONE-HUNDRED-AND-TEN YEARS AGO 


. a small sign appeared on the front of a small shack 
in a small town on the American frontier at Vincennes, 
Indiana. This crude sign marked the opening of a small 
retail store. Its proprietor—one Adam Gimbel. Later, the 
sons of Adam Gimbel moved and settled in Milwaukee. 
where another sign on the front of a modest store an- 





nounced that the firm of Gimbel Brothers was “open for 
business.” The rest of the story is the typical American 
dream. From this fine progressive city in the middle west. 
Gimbel Brothers today stand as one of the foremost retail 
institutions in America, enriching the lives of the com- 
munities which they serve. Pages and pages could be 
written about the Gimbel chain . . . but the story of their 
achievement and success can be told in six words .. . by 
Printasign Installation simply quoting the old adage—-“Great Oaks from Little 
Gimbel’s, Milwaukee Acorns Grow.” 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 
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Solving A Hard Display Problem 


MONG the many display problems en difficult, fountain from a famous Italian with water, he turned for the first time to 
countered during a year-long cen- garden as the focal point for one of 18 “Celastic.”. A clay model was sculptured 
tennial celebration by Jordan Marsh windows, as well as an entrance decoration to exact size, 5 feet high, and cast in sec- 


Company, Boston, was the creation of an for the exhibit itself tional plaster molds as usual. The laying- 


Italian garden which must seem completely Walter V. Krysto, display manager of in of the “Celastic” into the molds was 
authentic Italian Week was part of the Jordan Marsh, called on George Tirone of approached with misgivings by Tirone’s 
ogram which saluted various na Tirone Studios, Boston, to execute the craftsmen, but to quote Tirone: “Within 
owing the cultural and artistic fountains for him. Tirone was instructed a few days everyone in my shop could 
each country, as well as to reproduce them complete in every fine handle it with ease and confidence. Learn- 

store’s direct imports detail, and to have them absolutely water- ing to use it is very simple. 
f seven coun proof “We found that the material dried and 
Since Tirone’s long experience with plas- was ready for paint almost as soon as it 
ninent Italian-Ameri ter and papier mache had taught him the came from the mold. It took paint better 
ted a beautiful, but weaknesses of these materials in contact than plaster or rubber. The finished pieces 
were so lightweight and sturdy that we 
4 foresee great savings in packing and break- 

age in future use.” 

The completed fountains were duly in- 





stalled at Jordan's and proved an artistic 
success. The technical worth of “Celastic” 
was proved ten days later when the pieces 
were removed from water where they were 
covered to a depth of 15 inches, and were 
constantly wet by spray for the period. 
There was no sign of weakening, separation, 
or scaling of paint 

Krysto adds, “It was a surprise to see 
one man pick up a display piece that large 
and handle it with ease!” 

Tirone later on executed the dramatic 
Nativity scene displayed on Jordan's mar- 
quee during the Christmas season. These 
figures were also in perfect condition when 
taken down, as were the angels and Madon- 
na group made by Tirone and used on 
famous Boston Common last Christmas. 


—The angels and Madonna group on Boston 
Common was 18 feet overall . . . Upper right, 
one of the Italian garden fountains described 
in the article... An idea of the size of the 
marquee treatment at Jordan Marsh last 
Christmas is given by this photograph at the 
left; the whole setting was 140 feet long by 
24 feet high— 
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Beautifully Displays and 
Sells Bathing Suits 


Beautifully Displays and 
Sells Bra and Girdle 
Combinations 


CLE 


eo @ @ 


GLAMOUR FORM 


The All-Purpose, All-Plastic Torso Form Divine 





Sensational Crystal Clear Plastic Display Unit for every 
kind of Garment you sell! Terrific for Bathing Suits, 
Teoh Molo MOlicel (Mm a(oll le Molle Mlielaremolihaelilc Mel || 
Two Piece Apparel. Eye-Capturing on 
Midriff Ensembles. Wonderful for Dresses 
and Suits. Here is High Styled, Low Priced 
Display Equipment at its most Dynamic 
folate MSY ol-Yot(olell] (0 @AAAl| Mato) Mail] of of-1-1 Bi 
crack or discolor. Wipes clean with a cloth. 
Will last a Lifetime! Stands on its own legs, 
(ol MefolaMol-Mohiceloul-toR(oReol NAN iolilom 
Beautifully packaged to reach you i 
Perfect Condition. Order Glamour 
#700 today. Complete Satisfaction $ 


GLAMOUR FORM guaranteed! 


ed Wing lroducka BELLEROSE, N.Y. tremoted, send thect or we wl 


ship express C.0.D 
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Displays From Germany's West Zone 


It is interesting, in thinking of foreign displays, to remember 
that display is like music and mathematics in that it is a universal 
language which needs no interpreter to be understood and appre- 
ciated anywhere in the world These displays by Hermann 
Schlipphacke, display director of Kaufhof AG, Cologne, Germany, 
are perfect examples of work which transcends national boun- 
daries. The displays could be transported bodily to New York 
City or Johannesburg or Sydney or London and be just as effective 
as they were in Germany. 

Some of the finest displays produced anywhere prior to World 
War II came out of Germany, and now that the Western Zone of 
that country is emerging steadily from the darkness of war we find 
its displays regaining their former high status. Certainly these 
by Schlipphacke are excellent in the ideas they contain and the 
skill with which they were carried out 

His use of lighting is good, particularly in the wine cellar 
setting with its stairway partly seen through the open door at the 
rear and light pouring down from the suggested reom above 
Mannequin placement is well handled and the figures are grouped 
naturally except, of course, in the purely fanciful setting involv- 
ing the giant piano keyboard. 





In the park display, note how the wire properties set the scene 
perfectly and yet their outline form keeps the window light and 
with adequate “white space.” 
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NEW... 


mannequins ¢ papers « fabrics 
novelties « fixtures * accessories 
flowers * decoratives ¢ set pieces 
post, ledge and case units « plaster 
plastic ¢ papier-maché « wood « metal 
floorings * backgrounds * window 
interior ¢« outdoor. 


WORLD 


Don't Miss 


Fall-Christmas 
Market Week 


JUNE 28 thru 
JULY 2, 1952 


HOTEL NEW YORKER, N.Y.C. 


. this Market Week is for you! Don’t miss the 
hundreds of exciting NEW promotion ideas which 
our members have prepared for you to see. They’re 
bound to make this Fall-Christmas season a wonder- 
ful, PLUS-profit experience for everyone in retailing. 


Our NADI members want you to come to New York 


to observe, compare and have a good time, too. You 
will find the answers to many of yourdisplay problems 
in the exhibits of the finest display manufacturers. 
Their designers, artists and production men will be 
there, too, to answer your questions. Plan to be there 
... Make a note on your calendar now! 


NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


203 N.Wabash Avenue « Chicago, Illinois 


en 


i 
| 
; 
/ 
i 
| 
| 








DU SoPcl AY MO 


MAY, 


ne 


inp eae peteeti: 





Blending Fine And Applied Art 


HE new showrooms of Laverne Origi 
nals, New York City, have to be 
Phe 


seen to be appreciated phrase 

true 
skilled 
and the 


Since the 


trite, but literally 


visitor 


time-worn and 


sides the sees the 


arts 


of fine and applied 
| 


immensely pleasing 


opened a short time ago dis 


OMS 


architects, and industrial de 


from all over the country 
160 East 57th 


treatment 


street to see 


about 
] 


gasoline, 


without sl nship is 


ective 





Laverne. “It will get 
leading 
display 


states Erwine you 


nowhere As one of the sources 
for good design in the 
have tried to demonstrate the importance ot 


with the 


field, we 


showmanship in display opening 


showrooms, as well as in the 


Mart, 


Robertson 


of these new 
Western Merchandise 
and at 112 North 
Angeles.” 

Laverne 
known 


wallpaper, textiles, 


San Francisco, 


boulevard, Los 
Originals is an internationally 


source of contemporary display pa 
furniture and ac 
New York City 


presentation 


pers 
cessories rhe new, ample 


and directed now 














Estelle and Erwine 
positive relation 
(Originally 


and 


give full 
Laverne’s 


expression to 
concept of the 
and applied arts. 
the work of this 
which has won 


between fine 
husband 
awards 


based upon 
wife team, 
both here and abroad, their new group has 
include the work of 
design con 
Calder, 
Komai, 
Douglas 
Schatz.) 


many 
been broadened to 
other with significant 
include Alexander 


Kepes, Ray 


artists 
cepts These 
Juliet and Gyorgy 
William Katavolos, Littell, 
Kelly, Alvin Zahara 

The new showrooms were designed by the 
Architectural Research Unit of Laverne, 
William Katavolos, Littell 


and Douglas Kelly. It functions esthetically 


Ross 


Lustig and 


headed by Ross 


a background and testing 
turniture, 


and practically as 
propes relation of 
sculpture, paintings 
first 


space for the 
textiles, and 


decorative 


« entire 


papers, 
accessories For the time 
output of the 


seen as a whole 


creative Laverne 
group can he 
showroom steps from the 


dark 
sees a light, spacious 


\ visitor to the 


elevator into a_ relatively entrance 
area beyond which he 
room in which there are a couple of sus 
elaborate 
modern and 
effect is that 


rather 


pended sculptures in wire, an 
Calder 


chair 


and a bench 
there The 


museum, 


mobile 


here and 


of an extremely handsome 


than a place of business, and the same im 


pression continues as one trom room 


passes 
notes the airiness, the dis 
steel, aluminum, cloth 
handsome 
no feeling 


to room and 
tinctive use of glass, 
Everything is 


there is 


and color very 
and yet 
ot straining tor eftect 


[Continued on page 8o) 


very modern, 


—Top, left, a view of the inner offices . . 
Top, center, the famed “Marbalia’ pattern. 
. . « Top, right, "Starry Night" .. . Left, the 


entrance to the new showrooms— 
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A CHALLENGE TO THE ENTIRE 
DISPLAY INDUSTRY! 


OUR MONEY-BACK GUARANTEE ON 


Send for our introductory offer of "'Celastic’’ the Fantastic Plastic. If after thirty 


COLLOID TREATED FABRIC 


days you do not find it far superior to papier mache, cuts production costs in half 


and is the most revolutionary medium in display, keep the softener and return the 


used and unused "'Celastic" and we will cheerfully refund all of your money. 





INTRODUCTORY OFFER CONSISTS 


UNCONDITIONAL GUARANTEE... + ere Ne As “Caen [Modi Weigh 


1 yard No. 120 “Celastic” (Heavy Weight) 


A FULL REFUND IF NOT SATISFIED! | oj te-Stie Sirk. 


12 sheets Tinfoil 
TOTAL COST $21.15 











Because of repeated requests, we now pack '"'Celastic'' Softener in ONE GALLON 
CONTAINERS. It is more economical to order a 5 or 55 gallon drum. Money 


back guarantee only on our introductory offer beginning with this issue. 


DIP IT! DRAPE IT! SHAPE IT! 
OR COPY ANYTHING WITH THE TINFOIL METHOD 


e DRIES IN 30 MINUTES e UNBREAKABLE 
e IT’S WEATHERPROOF e LIGHTWEIGHT 
e CUTS PRODUCTION TIME UP TO 75% 


ACCEPTED AND USED BY THE LARGEST FACTORS IN DISPLAY 


5 and 50 wdr 


CAfZ — DISTRIBUTORS—U.S.A. AND CANADA 
Z- DISPLAY AND ALLIED INDUSTRIES 
alters inc. 125 WEST 26TH STREET, NEW YORK CITY 1 


*Trade mark of The Celastic Corp. 





Title Registered U, S. Patent “ig 
Combined with ‘ 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio ‘ 


H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 


OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufac- 
turer and Merchant. : 
Advancement of the Display Business. 
Practical Service to the Display Profession 
and Industry. 
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In Charting The Future, 
Let's Remember The Past 
columns month 
stable, 
one 


last 
good, 


In these editorial 


we wrote of the need for a 
national organization for displaymen 
which has the leadership and backbone to 
stand on its feet without depending 
for existence on phony membership figures, 
and the intimidation 
industry into 


own 


conventions, 
the 
it financially 

field had its 
associations which 


only. We 


mediocre 
of members of display 
supporting 

The 
more of 


display has share and 


are “associa- 


tions” in name want no more 
of them. 

\ glaring example of a display organiza- 
through 


manu- 


got by for 
the 
facturers is the Southern Display 
tion. For this time 
playmen of the South lent 
commercial or an honorary 
that the SDA 
is a strong and potent organization, backed 


tion which has years 


the tolerance of long-suffering 
Associa- 
dis- 


most of several 


have themselves 

either on a 
basis—to creating the myth 
solidly by all displaymen in that part of the 
Some of the 


induce or 


tactics used by these 


firms to 


country 


men to compel display 


buy conference 

threats 
you'll get 
think the 
known 


annual 
direct 


exhibit space at the 
little 


you buy 


have been short. of 
“Either 


hone of 


exhibit space or 
business.” We don't 
store managements of these men have 
this would tolerate it for 
a moment if Many of the 
had to 


many ot 


our 

Was gong 

they 
felt 


on or 
did 
that 


although 


manu- 
put up 
them 
that 
conferences 


facturers have they 


with these tactics 
again and 


SDA 


forced cash 


stated privately 
exhibiting at 


have 
their 


again 


amounts only to a donation to 
the organization 
The that 


displaymen have had the colossal effrontery 


wonder of it is some of these 


DUSP LAY Wars 


pressure tactics after 
nothing wrong in so 


to repeat their 
year and apparently see 
doing. The few, the few, ingenuous 
exhibitors who have shown at the 
conferences with an honest expectation of 
doing good have dismayed 
and embittered by the poor attendance and 
lack of buying. Old hands at the game of 
course have not expected to do much selling 


year 


very 
recent 


business been 


at these conferences, charging off their ex- 
penses to “good will.” 

But charge their costs off as they may, 
such needless expense is reflected in higher 
prices for display materials and equipment. 
The the ultimate victims finan- 
cially, and all of display suffers proportion- 
ately Highe r costs that the 
withhold materials purchases 
might make which 
enable them to do a better display 


stores are 
stores 
they 
would 
job. In 
turn the displayman suffers because he can 


mean 
display 


otherwise and 


not realize the full potential of his windows 
And the manufacturer 
the price in terms of smaller volume. 


and interior. pays 
know, no 
members 


\ll this time, so far as we 
public paid-up SDA 
has made and we 
fide members in good 


release of 
mean bona 
standing 


ever been 
paid-up 

The display industry and profession have 
tacitly ignored the true state of affairs with 
the SDA, most of them apparently willing 
to give the organization every chance, or 
not caring to take the risk of 
The conference of years 
ago cancelled a days before the 
scheduled opening because the indicated at- 
tendance was so pathetically small that it 
could not possibly be glossed over—should 
have been the final evidence of the associa- 
tion’s weakness, if indeed anyone 
The last straw was added 
when the 1952 conference created so little 
interest that attendance, except for the St. 
Guild members were 
struck an all-time low. Again if 
evidence is needed, only 33 paid-up mem- 
attended the annual SDA 
meeting and election of officers. 

\s someone 


reprisals. 
abortive several 


few 


needed 


such evidence. 


Louis Display who 


hosts, 
bers business 
commented about the most 
recent conference: “It was like a show with 
no one in the audience except the janitor.” 

And yet a number of well-known firms in 
the industry spent thousands of 
dollars to buy exhibit space and to bring 
their the conference. What 
can such an economic 
spent the years 
instead. to display re- 
progress the profession might 


display 


merchandise to 
possibly 
waste ? li 
had 


search, 


justify 
money so over 
been applied 
what 


have made! 
The situation at 


so bad, as a 


the last conference 
matter of fact, that the re- 
tailing press felt called on to take cogni- 
zance of it — to the embarrassment of 
everyone who has the good of display at 
heart 


was 


Display are fed up. Re- 


cent conversations with the heads of many 


manutacturers 


leading display firms make it clear that the 
SDA can not count on their support in the 
future unless the association earns it. They 
feel, and rightly so, that they have not been 
niggardly in the financial support they have 
given the SDA, but that there finally comes 
a time to call a halt to throwing money out 


the window. Just as an example, the cost 
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to one well-known firm to show at the St. 
Louis conference was $1,600, including ex- 
hibit space, traveling costs, shipment of 
merchandise there and back, and expenses 
at the Total for this firm at 
the conference amounted to $144. 

The administration of the SDA 
a heavy responsibility resting on its 
lective shoulders. It should 
and for all to be frank about the 
tion’s true status. If it is good—fine; 
we'll all rejoice. But if it is bad, let's know 
that, Let the organization stand or 
fall on its own merits. Let it earn financial 
support by its accomplishments, not by 
veiled threats. If it is really and 
economically justified it will never have to 


show. sales 


new has 
col- 
resolve once 


associa- 


too. 


sound 


stoop to pressure tactics. 
All the faults enumerated 
absent from national display 
tion, whether it is formed now or ten 
now, if it is to earn its right to 
The first time any such organi- 
zation errs in this way it must be brought 
publicly to account rather than having its 
omission or 


above must be 


any associa- 
years 
from 
existence 


sins of commission glossed 
over or ignored. 

We repeat a statement made in_ these 
columns last month: “DISPLAY WORLD 
has always been in favor of any movement 
at any level would elevate display 
and is particularly desirous to see a strong 
national association of and for displaymen. 
It will welcome a effort to bring 
such a group into being once more.” 

But let us be certain from the very 
beginning that any such displaymen’s 
association is sound in every respect 
and stays that way. Anything than 
that will do display more harm than good. 

As for the display industry itself, now 
represented by the National Association of 
Display Industries, it is certain that it will 
lend its enthusiastic and generous support 
to any sound and constructive program to 
organize displaymen for the common good 
of all concerned. The NADI has a com- 
mendable record in this respect. 

This is the challenge facing 
displaymen today. 


which 


serious 


less 


America’s 


Display Coordination 
Added By Ammirati 
Maurice M. Meltzer, president of 
Hearn Department Stores, Inc., 
nounced that Carlo Ammirati 
appointed display coordinator, a 
created position, in addition to his duties 
as art director, under Miss Dorothy Kauf- 
man, publicity director and sales promotion 
manager. Nat Friedman continues as dis- 
play manager for the New York City store. 
been with Hearns for two 
previously 


the 
an- 
been 
newly 


has 
has 


Ammirati has 
having 
having 
Stores 


and 
Inter- 


free-lanced 
associated with 
Brothers. 


years, 
been 
and Gimbel 


also 
state 


Two Specialty Shops 
Appoint Frank Splan 


Grier’s, and Lamson & Hubbard, specialty 


shops of Boston, have appointed Frank 
Splan as their display manager. He is as- 
Clyde Learned. Splan at one 
time was in charge of display for R. H. 
White & Co., and has held similar jobs with 
other 


sisted by 


Soston§ stores. 
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will help you solve those 


“Sack te Choo” 


display problems 








PEG-BOARD is a matched design of perforated 
hardboard and over 50 types of hanging fixtures .. . 
giving you the most versatile display equipment 
you can install in your store and windows. 
PEG-BOARD enables you to set up or change 
your displays in minutes — without tools, nails, 
screws or staples. PEG-BOARD is especially valuable 
where many items must be displayed and 

changed frequently. 


WRITE TODAY FOR COMPLETE INFORMATION 


ubhoriyed Distiitbutlors 
F-9 single shoe eascl—used to create above 


@ PEG-BOARD OF NEW YORK display ; two other types available. Write today 


131 E. 64 Street, New York 21, New York for price list illustrating other firtures de- 


signed to display hand bags, shirts, hats 
@ PEG-BOARD OF CALIFORNIA 
4833 Exposition Blud., Los Angeles 16, Calif 


@ THE DAVIS PLYWOOD CORP. ; 
12555 Berea Road, Cleveland 11, Ohio B. B. Butler Manufacturing Co., Inc. 
@ L. E. HIER DISPLAY EQUIPMENT 3150 RANDOLPH STREET, DEPT. D e BELLWOOD, ILLINOIS 
COMPANY, INC. Peg-Board is the exclusive T.M. of B. B. Butler Mfg. Co., Inc., 
23 N. Sixth St., Minneapolis 3, Minn. used to designate its products 


and other ‘* Back to School’’ merchandise. 


Nos tand | 


= | 
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(ouosmirn & Sons 


present with pride 
a new line of 
mannequins 


sculptured 


. . . stylized and manufac- 
tured under the expert 
direction of 

MR. and MRS. 
GEORGE MAGNANI 


Here's superb craftsman- 
ship, fashionable design 
and lifetime permanence 
in 12 Junior and Misses 


PLASTIC CREATIONS by 


——— ca, ar / 


For the Newest... 


Depend on 


GOLDSMITH 
& SONS 


Also a complete line of Chil- 
dren's Mannequins. Over 100 
styles to choose from. 


DISPLAY MEN: Contact your local distributor for further 
information. If he can't supply it, write direct and we will send 
complete data. 


DISTRIBUTORS: Desirable territories available. Write for 


complete information. 


GOLDSMITH & SONS 


330 BROOME STREET NEW YORK 22, N. Y. 
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| Plastic Lantern 


Proves Popular 

A good reception is reported by General 
Plastics Corporation, 1400 North Washing- 
ton street, Marion, Ind., for this addition 
to the firm’s line of indoor and outdoor 
Christmas decorations 


Standing 48 inches high to the tip of the 
tie rods, and 38 inches wide, this simulated 


| version of an old English lantern has each 
| side moulded in relief and when assembled 
| has the genuine appearance of a six-sided 


lantern. Each panel is screened in dark 


| green trim with red candle and white flame 
| inserted in the center of the amber-orange 
| colored panels. Cadmium plated steel wire 
| frames and clamps are provided, and uni- 


form illumination is furnished by interior 
mounted, standard medium base incandes- 
cent lamps. 

Other units in General Plastic’s line are 
pictured and described in the company’s 


| literature, which will be sent on request. 


| Displaymen's Guild 
| Has 88 Members 


The Displaymen’s Guild, an organization 


| of free-lance displaymen in the New York 


City area, now has 88 members, according 
to Normar Friel, editor of the group's 
monthly bulletin. Officers of the guild are, 
president, Al Greene; vice-president, Ben 
Kahn; treasurer, Andy Abatemarco; record- 
ing secretary, Bernard Uran; financial 
secretary, Jack Greenberg; executive board 
chairman, Roy Klapper; business manager, 
Andrew Laszlo. The executive board is 
composed of Sidney Miller, Jack Fishman, 
Sam Greene, Jack Teger, Irving Berman, 
Norman Friel and Henry Rubin 


Ozark Firm Uses Cedar 
For Various Displayers 

Cedar trees are thick in the Ozark hills, 
and the firm of Ozark-Crafts, Branson, 
Mo., makes use of them for the manufacture 
of mannequin benches and other displayers 
in rustic form, as well as in the production 
of furniture of the same type. The seasoned 
wood finishes in shades of red varying 
from a rich deep crimson to faint pink- 
white, and takes on a hard polish. As- 
sorted small stools, chairs, bar stools, and 
benches are available 
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TWICE THE LIGHT 
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Now Prove These Facts to 


Yourself at Our Expense 


Confident that once you test 
Miroflectors in your own store, 
you will be completely sold on 
their many advantages, we are 
offering you one dozen No. 10M 
Miroflectors in Silver, six 150 

| Watt. Clear and six 150 Watt. 
Frosted short neck lamps on a 
trial basis. For super spots, use 
Miroflectors with clear lamps; 
for super floods, use them with 
frosted lamps. 

Test the Miroflectors for 10 
days. Use them in displays adja- 
cent to ones using the R-40 re- 
flector type lamps. Compare the 
amount and the whiteness of the 
light. If you are still skeptical, 
take light meter readings of the 
individual 150 Watt reflector-type 
lamp and the 150 Watt house- 
hold lamp in the Miroflector at 
any given distance. Compare the 
readings. Here is proof beyond 
question that Miroflectors pro- 
duce twice the light reflector-type 
lamps do. If you are not com- 
pletely satisfied at the end of 10 
days, return the merchandise and 
your account will be completely 
credited. 

No. 10M Miroflectors. 

Silver. Each $3.00 
No. A-23 Short neck lamps. 

150 Watt. Clear or frosted. Ea. 20c 
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No.10M 


PRICE 
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Display Lighting 
ou Brighter— More 
g Ordinary Bulbs! 


ordinary bulb (C—» 


e replacement! (= 


e Mirofilector Cuts Costs, Saves You Money. Every time a 
reflector-type lamp burns out, you discard an expensive, built-in 
reflector. With Miroflector, you use low-cost household lamps, re- 
placeable for 20 cents. Cooler burning incandescent lamps last 
longer, use 1/3 less electrical current, yet give more light. 

e@ Mirofilector Needs No Special Installation. Fits Open, Bullet 
and Hi-Hat Sockets. Simply place an ordinary household lamp into 
the Miroflector and screw into socket. Nothing to change or replace. 
e@ Mirofiector Uses Low-Cost Household Lamps. For a super 
spotlight, use a Miroflector with a clear bulb: for a super floodlight, 
use it with a frosted bulb. 

@ Miroflector Gives High-Intensity White Light. Magnesium-im- 
pregnated Miroflector gives high-intensity white light in place of 
yellowish light produced by R-40 reflector-type lamp. Gives even, 
natural flood and spotlights. Displays merchandise in brilliant, true- 
to-life colors and textures. 

e Miroflector Iiself Is Permanent. Never has to be changed. 
Miroflector’s patented pre-oxidized finish guarantees permanent high 
reflectance. Will never corrode, discolor or tarnish. 

e@ Miroflecior Tested and Approved by Electrical Testing Labora- 
tories. Over 10,000 installations in leading stores all over the 
country. 


For Complete Information, Write for Broadside No. 27-D Today 


Garrison-Wagner Co. 


2018 Washington Ave. 


St. Louis 3, Mo. 


a 




















a complete 
mannequin service 


Out with your old fashioned, faded wigs. 

Get new, fresh and appealing Vari-Shape 

Wigs—and do a real selling job! They'll 

pep up your displays . . . catch attention 
. and sell merchandise! 


No Measurements 
Needed 


1 MANNEQUIN REFINISHING 
Anything fixed from a broken hand to 
complete repair and refinishing of 
mannequins. 


1 TRADE-IN PLAN 


given for your old 
Send clipping be- 


Big allowance 
dated mannequins. 
low for details. 


HERZBERG-ROBBINS, Inc. 


157 West Broadway, New York 12 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 


USED DISPLAY EQUIPMENT 
FOR SALE 


REPRESENTATIVES WANTED 
” 
$4.00 Per Column Inch 
CASH WITH ORDER 
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Better Merchandise Presentation 
Helps Stores Sell More 


By W. L. STENSGAARD 
President, W. L. Stensgaard & Associates, Inc., Chicago* 


HE growth of your business depends 
on people are the only really 
important things to ‘your business be- 
retail 


They 


cause they buy all that we sell in 
stores 

From 1940 thiough 195i our population 
(about 24 million 
people) and now grows at the rate of about 
1960 it is 
estimated our population will increase about 
55 million people over 1940. How will you 


increased 18 per cent 


3’ million people per year. By 


independent retailers grow with this oppor- 
tunity 7 

I think we agree it's people who buy the 
Under our system they are 
free to choose what and where they will, 
and in our stores they are also free to 
come, look, and go with no obligation to 


goods we sell. 


buy 
That 
presentation one of your 
P¢ ople 
their 


merchandise 
most important 
and know and 
convenience 


system alone makes 
must see 
with the 
accustomed to if you are to 
their 


problems 
satisty wants 
\mericans are 
avoid lost sales and insure coming 
back often for other goods or services 
However, problem is store 


since your 


operation for a profit you must be efficient 
and competitive No 
low and sell high to make up for our buy 
selling mistakes We 
profit 
people cus 


longer do we buy 


ing, operating, or 
both 
brief our 


must have volume and 


gross 
So in problem is 
tomers in sufficient quantity to produce the 
required volume. W< 
wanted at prices people 


must have the goods 
want to pay on a 
competitive basis. 

There’s really nothing too new about all 
that, except now we enter the era of more 
efficient merchandising and selling, to serve 
more people at no higher sales costs, and 
to produce a profit in a price controlled 


There 


coupled 


can be no inefficient oper 
with normal profit, so we 
must choose the old way or the new way 
with better use of the 
¢ontent we have more dollar 
square foot of space \ manufacturer who 
inefficient equipment and 
non-competitive in 


eC onomy 
ations 
In retailing cubic 
sales per 
sticks with 


methods soon becomes 
service, and price 
So you perhaps ask 


average and 


ue ods, 

“What do we as 
retailers do?” The 
First we must 


smaller 
answer is not so simple 
realize the chain operation spends much for 
research and benefits by testing and using 
such as 
both 
selections and selling methods 
Watch these carefully in your 
region Don't be too proud to 


adopt an idea if it’s better; convert it. to 


proven methods Some 


Sears, 


stores, 


show tremendous progress in 
merchandise 
ind service 


town or 


your way of doing things 
Think 
tomers 


always in terms of people — cus- 


Too many independent stores have 


ess. Virginia Association of Retail Cloth 


"Add 
Nd Point Comfort, Va 


ers, 


not grown with their town or city. They 
did not believe it happen, so they 
leave opportunity for outsiders to come in. 
Even after they come in they continue with 
out-of-date methods. 


could 


“Chains get information, suggestions and 
instructions from districts and headquarters 
and must follow them. You as an_ inde- 
pendent have good information 
and help. Your sources of supply always 
try to help. Some do a better job than 
others. You can use services that are 
available on a regional or national basis, 
all to help keep you informed and open- 
minded. 


sources of 


But . .. there’s no substitute for doing 
things — action, work, ideas built into im- 
proved merchandise presentation and pro 
motions that feature what people want to 
buy, not just what you want to sell. 

Window displays more attention 
value not just clothing because it’s a 
high ticket item, but a color as simple as 
“Basic Blue” and all that goes with it 
More key line or key idea promotions. Use 
sectional or all windows to make sure of 
sales action; 26 weeks each for a big key 
show leaves 26 weeks for other displays, a 
with taste and show- 
manship for best Learn to do it 
better and better every A plan for 
every month, every 
every selling opportunity fitted to your ob- 
jectives by dollars for the store by depart- 
items, for related items, quotas 
all for a plan of selling 


need 


complete idea good 
sellers. 
vear. 
season, 


week, every 


ments, by 
to salespeople, 
action 

Too much time and effort are spent on 
the “fringe program,” as I call it. Things 
that don't add up, that are not important 
to people or you therefore 
time for the important “target” selling plan 
Thirty per cent of your items will do 70 per 
more of your volume. Don’t be 
stock of best style, 
know what they are. People 
don't change much. Sizes 32 and 34 are 
still the best selling size belts —15% neck 
with 33 sleeve in the white shirt — but there 
are collar styles, price lines and plus fea- 
Don't do it way; do it the 
have know they 


leaving less 


cent or 


out of sellers, $1zes, 


colors, make - 


tures your 


people's way, what you 
want 

The old showcase, table and shelf com 
bination alone is old-fashioned, just as 
bookkeeping control alone is old-fashioned 
Visual control is very important so both 
you and the customer can see. Give more 
space to what sells most. If you want the 
power to pull your sales up and up, start 
at once to learn more about and use the 
visual slant presentation of 
proper readership angle, 
proper exposure and control on most lines 
to afford more people the opportunity to 
see, to select, to buy what they want. Fea- 


goods, the 


coupled with 
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ture best sellers with more exposure for 
more sales at lower cost of selling. 

Don’t be too proud (because it can be too 
expensive) to use proven ways of doing 
things even though they look new or differ- 
ent. Investigate carefully. True, don't 
jump at every new gadget. Don’t remodel 
your store just for looks; that’s a waste of 
money. In addition to looks, be sure to im- 
prove the methods of showing goods in 
every section of your store. Don't put off 
improvements in showing goods by items or 
departments until you remodel. The store 
of today will make changes or additions 
as a better wavy is proven by items or lines 

Insist on window displays that cause 
more people to look—stop—for the simple 
reason they'll get more people in your 
store. The readership of most displays 
can be increased to 65 to 90 per cent of 
passersby Too many have only a 15 to 
30 per cent readership. That's lost circu- 
lation opportunity. Good displays are dis- 
plays of good taste, good ideas, and I sug- 
gest you not be afraid of using the “white 
space” of your window—that's on the floor 
6 to 24 inches back of the glass. Please 
use this space more, because it’s the area 
in the windows seen more by more people 
Invest in the experienced displayman who 
is merchandising-minded, who likes to see 
his work and displays sell more goods for 
you. Give him a liberal budget. I do not 
know of a single store that ever spent too 
much money on window displays under ex- 
perienced guidance It's the cheapest ad 
space you can buy and the only ad media 
you can’t get along without. If you think 
so, board up your windows and see what 
happens to your volume. On Main street 
plan your displays and promotions three 
months in advance Don't procrastinate, 
get it on paper 

In the interior have more goods arranged 
so you and the customer can easily see 
merchandise by sizes, colors, styles. For 
example, if a customer wants a red tie, 
don’t have them all over the section; have 
reds, blues and other best sellers easy to 
see, regardless of fabric or price line 
You'll sell more 

For white shirts think in terms of collar 
style selection-——easy to select, easy to com- 
pare, and on a visual slant. Once the 
collar style is selected you ask size, sleeve 
length and quantity. You'll sell more and 
develop a better repeat business Have 
most of your money in the target area of 
sizes, sleeve length, collar style, price line 
and brand 

In belts a man is most interested in see- 
ing what vou have to fit him; keep sizes 


together—let them be easy to see Place 
all 34's in a row He'll select a_ better 
belt because of your letting him make the 
choice. Don't ask what price belt, ask 
what size 


Gloves, underwear, socks, in fact all mer 
chandise can best be sold with such planned 
selling Showcase (museum or casket) 
s obsolete be- 


selling for most everything 
cause there are better ways of selling more 
at lower selling cost 

Related selling is very important. The 
average sale can be increased by proper 
display and arrangement of goods. Much 
of this begins with buying to make sure 
things go together which makes related 
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It's easy to paint an 
interesting background on 
the smooth, even surface 


of Masonite Presdwood 


Focus on style! And this 


dramatic setting is built 


around workable, low-cost 


Masonite Presdwood. 








Write for a free scaled 


"tiem faster...easier displays with 


along with complete 


“<7. ASON ITE Pp Re Ss DWOCDbD 


Want to build a “back-to-school” promotion that’s truly different? 
Let Masonite Presdwood® lend you a hand. Here’s a versatile all- 
wood panel material that'll give your creative imagination free rein. 
(Sketches above are just suggestions.) You can saw it, shape it, nail 
it, glue it—even bend it. Takes any surface finish you have on your 
paint shelf. It’s strong, rigid and grainless... never splits, splinters 
or cracks. Your choice of 23 types and thicknesses. 


Your building materials dealer can tell you more about this multi- 
purpose hardboard. 
BETTER HARDBOARDS FOR BETTER DISPLAYS 


an, MASONITE’ 


CORPORATION 


DW-5, BOX 777, CHICAGO 90, ILL. 


Masonite” signifies that Masonite C ration is the source of the product 


4 


Men taleed eet ait n seis ehcaneake de on 
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THREE SMART WAYS TO 
MAKE MORE SALES...! 


smart, interchangeable 

solid chrome price markers ’ 
make your merchandise “look the price!” 
%"-5/16"-%2"-1" high. 160 pes. per set 
handsome compartment box. 


> 
LiF 
specially SS : S 


prepared solid 
chrome sales promotion ia, 


can be used in combination with numerals. 


rich, ebony-background, 
bevelled edge glass signs 
for extra smart sales appeal. 


ALL THREE manufactured by 
COMBINATION PRODUCTS CO. 


64-74 West 23rd St. New York 10, N. Y. 
ORegon 5-3240 
ORDER TODAY...OR CALL OR 
WRITE FOR PRICE LIST! 














See this white, clean 
surface ? 


It shows how DUST-FREE YOUR PLASTICS 
will look—FOR MONTHS — when treated 
with the 
New, Highly Improved 


MERIX 


TRADE MARK 


ANTI-STATIC 
No. 79 


Sample Qt.: $3.85 — Sample Gal. $8.50 
In quantities, as low as $4.00 gal. 
Prices, F.0.B. Chicago, Ill. 


Order ao sample quantity today or write 
for detailed literature to: 
MERIX CHEMICAL COMPANY 


DEPT. D-57 
1021 E. 55TH ST., CHICAGO 15, ILL. 
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selling much more interesting Also, the 
customer looks better with apparel designed 
to go together and comes back for more 
trom such satisfaction at your store. 

Please do not avoid change; be open 


ninded Don't change just to have new 


looks but change to have 


better merchan 
lise. presentation for improved 
you'll also im 


volume and reduce selling costs 


customer 
on and = service and 
" 1 
ler retailer has 


average and sina 


he can turn about more quickly 
he can be more alert to opportunities 
he can be more competitive with his 
branded lines, and 
he can make selections tor local 
needs 
He can have the best choice of sales 
people if he has the right environment and 
incentive system on a long term basis. He 
can be active in local and_ civic 


more 
affairs He can have better, wide-awake 
displays that insure the best attention and 
readership to his window displays and 
store. He is independent and does not have 
to follow a home office manual 

Let's take full advantage of all this. Re 
“it's the last 3 feet that count 


most.” That's where the 


member 
customer, the 
goods, the money and the salespeople come 
together that is 
made and let’s not forget that is where 


where the sale is 


sales are lost, too 

\gain I stress, feature best sellers. Know 
what they are and always have them. Give 
more attention to the target, 70 per cent 
volume lines, and less to the fringe and 
fancy areas Give more attention to im- 
presentation of each 
department 


merchandise 
item, 
Use more good showmanship for display to 


proved 


and every section and 
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inspire interest and create more lookers, 


stoppers, buyers Be sure the showman- 
ship is related to merchandise and feature 
and sell the consumer benefits of product, 
service, styles, looks, season or utility. The 
human mind thinks in pictures, not words 
So be sure your displays add apparent 
value and interest to the goods 

Our entire economy depends on the inde 
pendent retailer and his ability to sell. We 
don't manufacture more until we sell and 
Don't 


buying pewer; it’s great and will 


consume underestimate the con 
sumer 
remain so for years The great difference 


between the independent men’s store and 
the chain store is branded lines and chains 
would love to have them In the food 
fields they did get them and look what a 
terrific job they are doing with them to 
day! Be loyal and cooperative to your 
branded lines; they are very important to 

h 


you and your customers Go out right 
double f 


You'll 


now to volume with many o 


them benefit so will your cus 
tomers 
You have the best known and = most 


wanted products in the 
furnishings business of 


inen’s apparel and 
America. They are 
pre-sold. I advise you to identify and pro 
all these advantages and 
half-hearted c¢ 


Il these benefits in 


mote aggressively 
avoid switching, stop any 
operation, and go atter a 
a big way It's the only way to stay in- 
dependent 
Selling is 
and America is great because of selling. 


America’s greatest job today 


Such conventions and meetings as this can 
be most important to exchange of ideas and 
development of alertness required for con 
tinued success of the independent retailer 
Remember, “it's the last 3 feet that count 


most.” Do more about it in 1952. 


—A large revolving display of Arrow sport shirts dominated this sales conference held April 9 


in Chicago. 


in charge of sales, and Vernon B. Clinton, sport shirt division manager. 
the latter is George Phillips, advertising manager. 


In the foreground, holding three sport shirts, is Jerry Ammerman, vice-president 


Immediately behind 
Directly back of the word “shirts” is 


W. L. Stensgaard, head of the Chicago firm of that name, and to his right is Russ Ziegler, 
assistant advertising manager for Arrow— 
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CHICAGO DISPLAYS 


[Continued from page 27] 


Schlademan’s agile imagination for co 
ordinating props and merchandise To 
prove it is “Smart strategy . . . the pretty 
foot look for Spring” Schlademan tilted 
a giant deep purple and lilac checkerboard 
from the glass on which shoes were ar 
ranged in pairs and in brilliant red boxes 
Large chessmen in gray and yellow added 
additional color and were used to fill in 
the sides of the window. \ fully acces- 
sorized mannequin was wired in position 
on the board so that from the street the 
view appeared to be from above. With 
such a striking decor under intense light- 
ing, the display received additional impetus 
by blocking out the entire background with 
black paper 

Each season of the year when the time 
comes to paint-up, patch-up, and touch-up, 
J. Boghosse, display manager of Goldblatt 
Brothers, installs a series of interesting 
displays promoting an entire line of paints, 
varnishes, and similar equipment. This 
year the scenes were laid in the living 
room, dining room, kitchen, dinette and a 
portion of the exterior of a house. In- 
corporated in all displays were humorous 
touches . . incidents often encountered 
by an inexperienced painter. In the dinette 
setting pictured the home decorator has 
varnished herself into a corner of the room 
and is calling to her young daughter for 
help These humorous touches put life 
into a promotion of static merchandise, and 
because they are laid in the home a large 
showing of home furnishings can be in- 


cluded. In presenting these rooms Boghosse 


paints the walls and woodwork with an 
exact paint color from the displayed line 
and disarranges the furniture as is done 
when a paint job is in progress during 
spring cleaning. 

Boghosse used five windows not shown 
here — to promote active sportswear which 
he called “Outdoor Loveables.” A typical 
window of the group used huge fishing 
flies and a landing net for decorative ef 
fects, along with trees made of foliage 
and birch poles. 


Friedman Prize Winner 
In Look Contest 

Due to an error in the press release 
describing the results of Look magazine's 
Valentine's Day display contest, fourth 
prize in the department store division was 
erroneously credited to Leland Martin in 
an item in the April issue of DISPLAY 
WORLD. The winner of this prize was 
Phil Friedman, display manager of The 
White House, Tucson 


Stensgaard Names 
Account Executive 

W. L. Stensgaard & Associates, Inc., 
Chicago, has named Major J. W. Timber 
lake as account executive for the firm’s New 
York City branch. Major Timberlake was 
recalled to active duty with the air force 
some 18 months ago, prior to which time he 
was with the American Yarn & Processing 
Company 
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The Magical Lure of 


Whtion 


... adds so much 


... costs so little 


: 


Here are Turn Tables that are time-tested dependable 
performers, ruggedly constructed, heat-treated steel gearing 
resists wear indefinitely under continuous operation. Use of 
spiral gear drive affords smooth, effortless transmission of 
power from motor to revolving turn table. Reduction gears 
sealed in oil for quietness and efficiency. 


Friction drive allows display to be stopped pur- 
posely or accidently without damage to gearing 
or motor. Precision built throughout. Finest 
ball bearing. 
MODEL No. 500 (200-lb. Capacity) $96" 
COMPLETE Seige. Sh 


Available in 75 and 500 Lb. Balanced Load Capacity. Prices on request. 


With A.C. 18-watt current consumption motor of 
balanced load capacity of 200 lbs.; 12" diameter 
aluminum enclosure and 8 foot heavy duty UL 
approved cord and plug. Shipping weight 15 
pounds. Speed 3 R.P.M. Overall height 542”. 
Electrical contacts for illumination $16.50 additional. 


vo, (ORT R. CONE | 


Member NADI 
810 PENN AVE., PITTSBURGH 22, PA. 

















For Summer and Fall 
FERNS 


FLOCKED AND PRESERVED 
REGULAR AND PASTEL COLORS 


FOR ALL SEASONS 


Also: Johnson Grass, Ambush Grass, Fox Tails, 
Sea Oats, Sea Fans, Star Fish, Shells. 


Write for Catalog 


JACK DE WEESE 


203-205 S. Miami Ave., Miami, Florida 
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DRAMATIC DISPLAY 
[Continued from page 23) 
other attractions. Perhaps this trend fol- 
lows to some degree the contemporary 
modern feeling which our leading archi- 


tects and decorators are attempting to 


There’s no achieve This trend points toward sim- 


plicity of line and design both in exteriors 


: and interiors. We all agree to one premise: 
GA B ; The day of the cluttered look is past. Good 


taste decrees a middle course to the end 


still value their dramatic displays 


with e that all can be atisfied. 

rae oe It is gratifying that most of our large 

be 3 stores é \ 
our very highly Recently Saks-Fifth Avenue, 
; after repeating their highly successful ex- 
pat terior display of the Christmas season, 
aly decided that Easter would be another 
C A R D B 0 A R D § ; opportunity to give the public something to 


talk about. The Easter season always being 

Be sure of constantly one of fresh flowers, they wanted a showing 
: : of this nature. Accordingly, plans were 
superior materials! In worked out with the store’s display staff 
everything from display ea and the results can be seen in the photo- 
graph accompanying the article. Each win- 

blanks to poster boards, dow of the main group of six on Fifth 


always use CRESCENT! avenue became a green arch of boxwood 
or ruscus framing an opening in the window 


large enough to dramatize a mannequin in 
CRESCENT an outstanding bridal costume. With this 


} green frame were used huge branches 





BOARBS / . ‘ of natural dogwood and multi-colored hya 
A, CHICAGO CARDBOARD COMPANY cinth plants a traffic-stopper if there 

1240 N. HOMAN AVE. . CHICAGO 51, ILLINOIS ever was one! For added interest these 

50th F flowers were varied several times over a 
ANNIVERSARY ‘ period of three weeks Each frame was 


1902-1952 further enhanced by a graceful wire awn- 


ing. The public loved this dramatic setting; 











one could observe this reaction just by 
standing in front of the windows for a 
few moments any day 


new. ee But eye-compelling, dramatic presenta 


tions are not confined to Fifth avenue 


+ 
he ight Ss 1n Merchants all over the country are awaken 


ing to the value of using display showman 


fashion ship with good taste In Seranton, Pa., 


Cleland Simpson Company wished to drama 
man ikins tize its spring millinery promotion. Luscious 
tones of purple and pink-blended wisteria, 


together with extravagantly designed white 





birdcages, were used to create an almost 
Write or call us ethereal effect. This promotion was called 
“Sing a Song of Spring”, and the theme 
today for the new was carried throughout the store. Live 
birds in cages on inter-department ledges 
illustrated brochure filled the main floor with song. A fairy- 
land atmosphere prevailed in the second 
featuring the com- floor Coronet Lingerie Shop where rambling 
pale pink branches were used to display 
plete line of Studio | delicately colored nylon merchandise. Need- 
less to say, “Sing a Song of Spring” created 
Beau monde Manikins. quite a sensation in town and we understand 
this outstanding store’s volume was well 
ahead of competition as a result of this 
display James Hines directs display for 


| the store. 
Another extremely effective spring deco- 
ration was created for Henry Harris Com- 


pany, Cincinnati, where James Behan is 
STUDIO MANIKINS display director. The simple, yet elegant, 
effect was achieved by using well-con- 
structed frames covered with grass matting 
and edged with small roses. Cincinnati 


KEHOE DISPLAY FIXTURE CO. |eeieeitagn 
ns Back New York find ¢ 


in City we a na- 


FAC UN ae CKO ROL INE | 1701 famous restaurant — Toffenett’s on 










Chicago, the transporta- 
tion center of America where 
East meets West, is a noted 


* 


“ 


“ 


i Fy : \ vA , | 








___ inspiration 
- at the crossroads of 


¢PLAY 


a 





display center where originality and 

inspiration abound. Make this * e 
great city your one-stop display buying > ae VA 
market and be sure of the newest and the 

finest in display equipment, materials “ 

and accessories. It's your surest way to get < 
showmanship and romance into your displays. Pct | DO 
Use the handy display guide below on your | 


next visit to Chicago. 


...DISPLAY SHOWMANSHI 


ADLER-JONES COMPANY 
Display Manufacturers 
Ask for Free Display Guide 
521 S. Wabash Ave. HArrison 7-9624 


BELL INDUSTRIES, INC. 
Styrofoam Novelties 
1809 N. Ashland Ave. ARmitage 6-318! 


BOTANICAL DECORATIVE SUPPLY 


Artificial Flowers and 
Foliage 
222 W. Monroe St. 


COOK & MEIER, INC. 

Arti | Flowers and 
@ Pieces 
A 


RAndolph 6-3144 


ANdover 


3-2662 






—~. 
ee 


HARLAN FABRICS CORP. 


Window and Interior Display Fabrics, Arti- 
ficial Flowers, Novelties and Wire Units. 


30 N. Wells St. CEntral 6-0092 


TS A TLL AA LTA A TTI I nN 
THE HECHT FIXTURE COMPANY 
BEAU MONDE Mannequins, Korrect-Way 

Display Fixtures, Racks, Showcases, 
Plastic Displays. 
315 W. Quincy St. FRanklin 2-7885 


THE MORGAN CO. 
Sign Printing Machines 
3984 Avondale Ave. SPring 7-881! 


NESBIT INDUSTRIES, INC. 
Styrofoam Novelties 
1823 Milwaukee Ave. ARmitage 6-3626 


SHOWCARD MACHINE CO. 
Sign Machines 


1196 Merchandise Mart WHitehall 4-3829 


SILVESTRI ART MFG. CO. 


Display Promotions and 


Decorations 


1147 W. Ohio St. MOnroe 6-1906 


SPANJER BROS. 
Display Letters 
1160 N. Howe St. MOhewk 4-2900 


W. L. STENSGAARD & ASSOC., INC. 
Display Promotions and 
Decorations 


346 N. Justine St. MOnroe 6-0418 


ba Fre 


e CHANGEABLE PINBAK 
e SANBAK — GLUE ON 
e CHANGEABLE TRAKK 


MITTEN 
DISPLAY LETTERS 


2 West 46th St., New York 
or Redlands, California 
Dept. D5 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 


$e FS 
* / OS 


TH STREET NEW YORK 22 
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where the value of dra- 
matic display has been proven over a period 
When Mr. Toffenetti has oysters 
to promote, a section of the restaurant is 


Times Square 


of years 
devoted to telling a story about succulent, 
shown in the accom- 


. or it might be ham 
and sweets, strawberry shortcake, or baked 


delicious oysters as 
panying photograph 
potatoes. The value of these promotions is 
definitely reflected in increased sales. 

We are merchants of 
the future will devote much time and energy 


certain that all 


toward a greater and more dramatic method 


of presenting their wares, because more 


demonstrating daily 
pays off 


and more 
that this 


stores are 


policy 


New Showcard Boards 
Announced By Nat-Mat 

National Card, Mat & Board Company, 
Chicago, has available an attractive sample 
iolder announcing two new lines of show- 
“Hi-Gloss” 
The former, as 


card boards and “Cedar Grain.” 


the name implies, has a 


TRADE PERSONALITIES 
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glossy, but workable surface, and is avail- 
able in brilliant fadeproof 
including black and white. Finger-marks, 
dirt, wax pencil and crayon can all be 
removed from the surface by merely wiping 
with a damp cloth. 
made without damage to the surface of art 
work in most any media, including oils, by 
the use of proper chemicals. 


seven colors, 


Corrections may be 


a fine grained wood 
pattern offered at present in four attractive 
It will work equally well for ali 
purposes, but have the water 
repellent and soil resistance characteristics 


“Cedar Grain” is 


colors 


does not 


ot “Hi-Gloss.” 


Lehr Leaves Mindlin's, 
Kansas City 

The resignation of Erskine Lehr as dis- 
play manager of Mindlin’s, Kansas City, has 
been made known. With the store for about 
a year, he was previously in a_ similar 
position with the Aquila, Omaha. His plans 
are not known 


se 109 &y —Lipher- 





BEN WALTERS, INC. 





Ben WAS BORN IN NEWARK IN I9II, 
AND ENTERED DISPLAY AT THE AGE 
OF EIGHTEEN AFTER TWO YEARS 
OF ART TRAINING........-- 


G 


NEW YORK CITy, N.Y. 


OF ANSONIA SHOE FOR 
TWELVE YEARS, LEAVING 
FIVE YEARS AGO TO BEGIN 
THE MANUFACTURE OF 
PAPIER MACHE PRODUCTS. 

HE THEN CAME ACROSS 

“CELASTIC’ TRIED 1T, AND 

DISCONTINUED MACHE. 


HE WAS MADE DISPLAY 
DISTRIBUTOR FOR “CELASTIC" 
THREE YEARS AGO AND 
FEELS THAT WAS THE 
DAY HE GRABBED THE — 
BRASS RING ON THE () 

(NR 


CAROUSEL, Ae) 
S~ Tn a; 


“ 


2 HE LIKES SWIMMING, 
FISHING, BOWLING, 
READING AND HANDBALL. 

HOBBY: DOODLING WITH 


I “CELASTIC” i 
S$; : 


“ 











MAY, 1952 


LOS ANGELES REPORTING 


[Continued from page 35] 


\ few feminine accessories were plac ed well 
to the front of the window and the sign 
read “Our Spring Canary Sings With Navy 
Blue.” The blue-gray walls and floor har- 
monized well with this simple but dis 
tinctive setting 

In the field of interior decoration, Robert 
FE. Rough, display director of The May 
Company-Crenshaw, showed two charming 
home scenes In one window black and 
white wall paper was used effectively. In 
the center of the display (not pictured) a 
large window was curtained in chalk-white 
\ small green rug was used in this room, 
on which stood a flat-topped desk of natu- 
ral pine. Two chairs in the display were 
black. <A pottery lamp with a white shade 
brightened the desk. On the right stood 
a mahogany nest of tables with a_ red 
leather top. Two lustre vases stood on 
this item. The sign read, “In California 
it’s Traditional.” 

\ second window carrying out this same 
slogan had an alcove of black and white 
gingham, as pictured Side panels were 
cream-white, and each carried three small 
pictures. A fruit-wood breakfront was used 
in this display. To the right stood an orna 
mental easy chair, upholstered in gold. A 
cocoa rug was used, and the breakfront was 
artistically adorned with colorful plates and 
ornaments 

E. J. Nardini of The Broadway-Crenshaw 
had a pleasing bedroom window devoted 
to the promotion of “Indian Head” fabric. 
In this particular window deep rose and 
cream-white were blended effectively. The 
use of much rose color contrasted well with 
the beige floors and walls Drapery ma- 
terials and the bedspread constituted an 
ensemble, as was stated by the plain sign 
placed on the floor near the front of the 
window. 

The same color design was carried out 
in both the drapery and the bedspread, as 
the center section of each was a cream 
white flanked by a deep rose on each side. 
Two floral pictures, carrying out the same 
color scheme by the use of a white frame 
and rose-colored flowers, gave a_ tasteful 
emphasis to the display “Indian Head” 
yardage of rose was artistically strewn on 
the floor near a small table which carried 
a white lamp base, several cream ornaments, 
and a shade in which rose was emphasized 


Nardini recently used an interesting dis 
play promoting “Naturalizer” shoes. Walls 
and floor covering in this display (not 
illustrated) were of rich gray, and the single 
touches of color were found on the clothing 
of the mannequins, particularly a coated 
figure in a red plaid effect in the left-hand 
unit. The footwear was suspended by cords 
from various heights, while the pairs were 
placed on shoe stands and on the floor 
itself. A single figure, standing, and formally 
dressed with a hat and suit or spring coat, 
was in each unit of the display. The sus- 
pended sign, white script on a dark gray 
background, read simply “Naturalizer.” 
Feminine accessories were placed on the 
floor. 
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New Beauty... 


NEW SALES APPEAL 


Cedar-Ridge 


Cedar-Ridge wood panels are ideal for setting off 
your best merchandise . . . because Cedar-Ridge gives 
displays new life .. . new appeal! 

Cedar-Ridge is versatile. The beautiful vertical line 
pattern is adaptable to many designs. It can be used 
in vertical line or in horizontal line, checkerboard, 
diamond, herringbone and many other patterns. 


Cedar-Ridge is low in cost. The panels are durable, 
easy to work, and take drilling and sawing. Cedar- 
Ridge can be used in natural warm red-brown color, 
stained, varnished, painted or waxed. Available for 
immediate delivery in size 16” x 16”. 

There’s nothing like Cedar-Ridge for adding inter- 
est to your displays. 

AETNA PLYWOOD & VENEER CO. 
1723 N. Elston Avenue, Chicago 22, Illinois 





Please send me special Cedar-Ridge Literature, with- 
out obligation. 


Firm Name 
Street 


City 











Ground Cork Chips in Natural and 11 colors 
including WHITE. 


CORK-CLOTH — Cork Sheeting laminated to a cloth backing for 
easier handling — 1001 uses —- Sold by the yard 
or bolt. 


Cork gives you Terrific Coverage and Light Weight. 


Samples on Request Contact your jobber or order direct 


MALROS COMPANY 


Box 289 "The House of Color” Dover, N. J. 
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"OUR LIGHTING 15 MUCH 
IMPROVED 


thanks to the 
LUSTRA MAN, 





says Hudson Bay Fur Co., 
Salt Lake City 


HERE'S THE EXACT STATEMENT of Mr. 
Richard Crookston, Hudson Bay’s Display 
Director: 


“Since we adopted Lustra Fluorescents and Spots 
and Floods our store lighting is much improved ...a 
big help to sales and general operating efficiency. Our 
experience shows that Lustra Lamps burn longer, save 
replacement time and reduce overall lighting costs. In 
addition, Lustra service takes the whole lighting prob- 
lem right off our shoulders.” 


For increased sales through better display lighting, and for minimum 
overall lamp costs, talk over your lighting situation with your local Lustra 
Man. He's conscientious and amply qualified to solve practically any 
lighting problem with the complete quality line of Lustra Double Duty 
Lamps and Fluorescent Tubes. Just contact us and we'll have him call 
on you or phone for an appointment. Lustra Corporation, Dept. N-5, 

36 Washington St., Brooklyn 1, N. Y. 


Lostra 
Par 88 Double-Duty 
Spotlites and 
loodlites 


AMERICA’S DATED LAMPS 


Double-Duty Reflector Lomps, Incandescent Lamps, Fluorescent Tubes, Spot- 
lites and Floodlites, Rugged Duty Lamps, Fluorescent Fixtures and Starters. 
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MERCHANDISING WITH DISPLAY 
[Continued from page 42] 
$7,500,000,000 including an estimated $550,- 
000,000 for national advertisers point-of-sale. 
With this amount of advertising pressure 
against the consumer, I am sure we all 


| appreciate how big a part display plays in the 


final sale by identifying the brand and the 
sales message previously beamed at the con- 
sumer through newspapers, magazines, radio, 


| television, outdoor advertising and direct mail. 


However, even in face of these tremendous 


| expenditures and decreasing sales the large 


retailers and manufacturers are not working 


| in closer coordination today than in the 


past. The Grey Advertising Agency of New 
York has conducted a continuing analysis of 


| retail trends and this company reports in its 
| publication “Grey Matter” these rather 
| startling facts concerning brands and displays: 


“All mass selling today has been built on pre- 
sold brands. A brand is pre-sold by adver- 
tising with the retail operation becoming 
more and more automatic in the moving of 


| goods. 


“As part of this development for automatic 
selling, more and more retail floor selling is 


| disappearing. Fewer retail stores today have 


sales people in the true sense of the words. 
In most large retail stores, the sales people 
could be more correctly termed attendants.” 

A brief example of this fast moving trend 


| can be found in one of the major department 


stores here in St. Louis. This store has 


| turned to a self-service sales operation in its 
| notions, housewares and hardware depart- 
| ments. Super-market carts are used in the 
| housewares department by customers to 
| carry their purchases to a centrally located 


sales desk where several clerks fill out the 
sales slips. 

Summarizing the remaining points by the 
Grey Agency, they predict: “The less selling 
on the retail floor, the greater the need for 
powerful display and advertising. The present 
basic buying trend by the public is toward 
the purchase of known brands. Only 50 
years ago, 90 per cent of the public’s buying 
was of unbranded and unknown merchandise. 

“Sales people can not handle impulse buying 


| effectively. Visual display does more creative 
| selling today in mass outlets than all the sales 
| people in existence. Visual display of what, 


you may ask... certainly not of cut price 
lines or unknown brands, but of powerful, 


| recognized, pre-sold brands.” 


In my opinion, most display departments 


could help increase their store sales at least 


10 to 20 per cent if nationally advertised 
brand name merchandise were properly identi- 
fied and openly displayed. The percentage 
of sales increase will, of course, vary depend- 
ing upon the present identification and tie-in 
with brand names by each individual store. 
This type of display would sharply focus the 
impact of all the national and local advertis- 


| ing at the point-of-sale and complete the per- 
| fect advertising, displaying and selling chain 


reaction. 
The fundamental point I want to make is 
this: Leading brand names and their sup- 


| porting advertising are not being used in 
| department and specialty store displays. It is 
| difficult to find many leading brand names on 


display in large retail stores. The display 


| of most leading brand names is usually 
| limited to a 4 by 6-inch white card printed 
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in small type with principal emphasis on the 
price. With few exceptions in the big stores 
I have visited during the last five years, it is 
impossible to find a smart three-dimensional 
display adaptation of a national magazine ad 
vertisement. 

Surely we all realize millions upon millions 
of men and women with money in their pock- 
ets and in the bank are being influenced by 
advertising every day of the year ; and because 
this information is net re-echoed with tie-in 
displays at the point-of-purchase, the retailer 
and manufacturer are losing countless millions 
of sales. 

Let’s examine an average retail transaction 
recently presented in an article by Julius 
Teich, president of Superior Displays, Boston. 
He says: “Isn't it true from your own 
experience that unless the customer’s memory 
is unusually good and his mind unusually free 
from distractions, he may well forget to ask 
about the brand which was the subject of a 
beautiful advertisement in a magazine or 
newspaper, or one which reached him through 
radio or television? But, if that advertise- 
ment is repeated or supplemented through 
point-of-purchase in the window of the store 
as the prospective customer comes by and 
on the counter when he enters the store - 
complete reminder value is set up.” 

Naturally, I am primarily interested in 
shoes. This item of apparel is limited to a 
relatively few outlets in each large city because 
of the high cost of maintaining even a modest 
inventory of sizes and widths. Therefore, 
with our product located on upper floors in 
key downtown stores and so very difficult to 
find, we consider brand identification an 
absolute necessity. 

Look how the growth of super-market 
merchandising and selling has eliminated the 
sales clerk. The volume of individual pur- 
chases in the giant markets is almost un- 


believable. This year in approximately 16,000 | 


super-markets more than $11,000,000,000 of 
merchandise will be sold. 

I believe their success is directly traceable 
to the mass display of brand name pre-sold 
products. The trade-mark and package of 
the product is powerfully displayed at eye- 
level and repeated a hundred-fold. 

No doubt there are a great many reasons 
why store management and display directors 
are unwilling properly to display pre-sold 
branded merchandise and tie in with the billions 
of dollars spent in national advertising media, 
but I maintain just a small taste of this in- 
creased sales potential would soon erase all 
of the objections. 

Life magazine has conducted its now famous 
“store-wide” promotions with many depart- 
ment stores across the country. The objective 
of this promotion is to feature Life advertised 
products being sold in a specific store. Three 
dimensional tie-in displays and blow-ups of 
national ads are displayed for each product 
advertising in Life. The result substantial 
sales increase during these store wide events 
If this tie in with national ads featuring 
national branded products increased sales 
why not continue it throughout the year? 

Here are several simple but I believe 
practical, suggestions designed to clear the 
road blocks along the approach to an accepta- 
ble department store display program for 
leading nationally advertised brands 


DISPLAY WORLD 


Displays...and sales...come to life 


with 


AMPLEX SWIVELITES 


peer Wl i he 
- yo 


In the show room of Silvestri Art Mfg. Co., Inc., display man- 
ufacturers in Chicago, Amplex Swivelites have brought extra 
lighting efficiency and dollar savings. 


DISPLAY MATERIAL . . . just like other 
merchandise . . . looks better and sells faster 
when effectively highlighted. And for really 
superior, economical accent lighting there's 
nothing like Amplex Swivelites. 

Swivelites are smart and modern in de- 
sign . . . made of aluminum with a perma- 
nent satin finish. Their airflow ventilation 
prolongs lamp life. Their special double- 
ball swivel gives instant, positive, fingertip 
control. Every basic unit in their construc- 
tion is interchangeable with every other . . . 
arranging new lighting effects is quick, easy 
and inexpensive. 

For today’s outstanding buy, send for the 
whole Amplex story! Just write Amplex 
Corporation, Dept. B-5, 111 Water St., 
Brooklyn 1, New York. 


Be sure to see us during June Market 
Week—Room 603—Hotel New Yorker 


AMPIL. 





Sealed-Beam Reflector Lamps, C 


LEADERS 


aN 


Reflector 
Spots and Floods 


D 


Street Lighting ond 
Traffic Signal Lamps 


~~ 


Colorbeam 
Reflector Lamps 


pal 


“Hi-Hat” Recessed 
Fixtures 


A 


Hi-Bay Reflector Lamps 


A, 


Outdoor 
Weatherproof Lamps 


we 


Industrial Infra-Red 
Lomps 


EX 


and Floodlites, Industrial 











Infra-Red Heat Lamps, Vibration = ke eS Lamps, Street Lighting Lamps, 


Traffic Signal Lamps, | t Lamps, Fi 





ubes, Display Accessories. 
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SMART MODERN 
“Dura-Tex-Forms 


In White Matte Texiure Finish with bright 
gold highlights. 


You have never bought newer, smarter 
display forms than these dramatic and 
effective pieces —now available at our 
incredibly low prices. 
Brochure on "“DURA-TEX-FORMS" 
FREE for the asking. 


The FIXTURE MART Inc. 


314 W. Jackson Bivd., Chicago 6, Ill. 


Over 1,200 items in stock for your convenience 














DISPLAY WORLD 


1. Provide uniform display opportunity for 
your leading national brands 

2. Install permanent identification of leading 
national brands within their respective de- 
partments 

3. Develop a three-dimension application 
of national magazine ads for interior displays 

4. Use more hard selling, reason-why copy 
on displays 
interior tie-in 
displays with merchandise advertised in your 
newspaper ads. 


5. Coordinate window or 


6. Identify brand names of the merchandise 
displayed in street windows 

7. Support national advertiser's major pro 
motional events with special tie-in displays 

8. Establish a national committee of quali- 
fied retail display directors and manufacturers’ 
advertising workable 
display interested 


directors to plan a 
policy acceptable to all 
groups 

Perhaps this eight-point formula is too com 
prehensive but each individual point is a step 
forward toward real cooperation between na 
tional advertiser and retailer . . . and the 
ultimate goal of increased sales 

And now I'd like to show you several 
examples developed by Brown Shoe Company 
demonstrating how we merchandise our 
products and sales programs through display 
This unit is the “Naturalizer Treasure Chest” 

it was developed in cooperation with 

Macy’s in New York after about six months 
testing in their shoe department and in news 
paper ads. We have used it as the central 
theme of all of this division’s national ads 
and sales campaign. About 70 per cent of 
our department store accounts are using the 
unit 

Our Roblee division has also developed the 
“Roblee Shoe Wardrobe” designed to educate 
men as to the proper shoe for the proper 
occasion, as well as purchasing multiple pairs 
for greater economy and wear per pair. This 
unit has been featured in our national adver- 
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tising to project a three-dimensional display 
idea from the impression upon the customer 
directly into the same tie-in display in the 
retail store. 

Soth the “Treasure Chest” and “Roblee 
Wardrobe” units have been very successful 
because the entire ad and merchandising pro- 
gram were built around the basic display idea 


New Flasher Sign 
Has Changeable Letters 

The Clayter Corporation has come up 
with a new electric flashing sign, complete 
with self-adhering plastic letters and nu- 
erals that form any message desired and 
changed as often as_ the 
The letters and numerals 


which can be 
retailer wishes. 
are pressed on the frosted glass surface 
of the sign and shine in color as the sign 
blinks on and off. Each kit includes a 
sturdy metal-front blinker unit with frosted 
glass window and a life-time supply (370) 
of indestructible colored plastic letters in 
34-inch and 1%-inch sizes. The sign is 
17 inches long by 12 high by 7 deep. For 
further details write to the Clayter Corpo- 
ration, 65 West 39th street, New York 
City 18. 


Herman Von Briel Dies 
After Short Illness 

The Art R. Cohen Company, Pittsburgh, 
announces with deep regret the death of 
Herman J. Von Briel, sales representative. 
“Von”, as he was known, died April 10 
after an illness of one week. 

Von Briel was in display for 25 years, 
the last 18 of which he acted as sales rep- 
resentative for the Pittsburgh firm in the 
northern Pennsylvania territory. His genial 
personality and great sense of humor made 
him welcome wherever he traveled. 

Surviving are the widow, Mrs. June Von 
Briel, a sister, and two brothers. 


—With the opening of the new Virginia suburban store of The Hecht Company, Earl W. 
Dorfman, display director, fell heir to a problem child in the form of a window which is 261 


feet long, 50 feet high, and approximately 30 inches deep. 
such as the Red Cross promotion, and as shown here for a furniture sale. 


It is being used for civic events 
The letters are 


approximately 10 feet tall, each being separately made, and mounted on a seamless paper 
panel 9 feet by 15 feet. Dorfman's department is now making a font of canvas letter panels 
which will help greatly in whipping the copy problem— 
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It’s surprising the extra showman- 
ship and salesmanship you can add 
to your windows with a few well- 
placed Sylvania Birdseye Lamps. 

Leading display designers agree 
that these lamps are a most effec- 
tive and convenient source of dra- 
matic lighting. These bright com- 
pact lamps enable you to cortrol 
and direct your light . . . give you 
sharp contrasts and theatrical 
effects. 


OSPF AY 


In addition to their efficiency 
and easy handling, Sylvania Birds- 
eye Reflector Lamps are extremely 
economical. No special fixtures or 
complicated wiring. And, there’s 
no cleaning problem . . . sealed re- 
flectors never get dull. 

Sylvania Birdseye Reflector 
Lamps are now available in types 
and wattages for every need. The 
coupon brings you full informa- 
tion. Mail it NOW! 


SYLVAMIA 


FLUORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; 
RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELEC- 


TRONIC TEST EQUIPMENT; PHOTOLAMPS; TELEVISION SETS 


WORLD 


How to stage move Hits in show windows 


Shown below are five of the most popular 
types of Sylvania Birdseye Reflector Lamps 


Spotlite 


a fetere lite lal 
folele lite! a. =. 


Super Spot 


Pacem 


Tubular 


A 


Electric Products Inc: 
405 1740 Broadwey 


ti. ie oe = 4 folder desc 
jllustratec 
ase send me ¥ , . 
Piegywania Birdseye Lamps 


Name—— 


Street— 
ae 


Cx 


r 

] 

i] 

1 
| 
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ribing the full line 


Sete _——— 


eran Ni ine pte cade, 
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= GIMBALITE 


TRADE MARK 


Display Spot 
Never Too Hot To Handle 


for WINDOW DISPLAY, 
EXHIBITS, CASES, etc. 


An inconspicuous all angle Spotlight which may be 
placed at any angle without adjusting screws ...360° 
on the Horizontal plane, 230° on the Vertical plane... 
wires cannot be twisted or short circuited...no Uni- 
versal Joints. Will not change focus due to vibration. 
GIMBALITE WILL NEVER OVERHEAT. Our temperature 
tests prove conclusively that the Gimbalite is from 10° 
to 23° F COOLER than any other spot on the market, 
even after hours of burning d without any 
discomfort. 

When used in display windows and cases, will not dis- 
tract p ’ attention from the mer- 
chandise. ‘Coated with neutral crackle finish... may be 








The COOLEST painted on the job to blend with the dieplay. Uses | 


SPOT in town See Distributor — Write Us. 





— im Alexander - Tagg Industries 











Put Appeal in your Windows .. . 
and Interiors .. . with 


REED w RATTAN 


Eye-catching new treatments 
for every display need 


A. LUTZ 


Manufacturer of Baskets 3 Window and Interior Displays 


3 West 18th Street @ New York Il, N.Y. @ CHelsea 2-6264 
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FASHION FABRICS 


(Continued from page 25] 

poles set vertically through the window area. 
A mannequin dressed in blue pointed up the 
display, along with a sewing machine placed 
near the mannequin in the foreground. Drap- 
ings of fabrics held the design together. 

The Macy window just off Broadway on 
34th, generally termed the “parlor window” 
was used to portray how “Fabric makes the 
fashion.” One dress pattern made up in five 
different fabrics was worn by five mannequins 
with appropriate accessories and details to 
demonstrate how the fabric dictates the 
fashion. Each was a distinctly unusual 
creation for an entirely different function 
or occasion. For example in a nobby wool 
the costume was a coat for spring, in quilted 


| denim it was a dress for home, in crinkle 


organdy it was a summer dance frock. The 
costumes were made up to order for the 
display, and each mannequin was set against 
a plain dark panel labeled with an appropriate 
heading. The whole window was in blues, 
even the blue wood chips on the floor, under- 
writing the blue story in the last window on 
the same street at the opposite end of the store. 

In another window the newest things in 
fabrics were highlighted, literally, with flash- 
ing lights, each light labeled “new” and ona 
panel beside the flashing light was a square 
of a new fabric. The caption read, “1952 — 
exciting new fabrics.” Lights and squares 
were attached to upright poles. Fabrics in- 
cluded such items as orlon fleece and em- 


| broidered nylon. 


Other displays carried such titles as “The 
Golden Touch,” “White Wool,” “The Crisp 
Look,” “The Importance of Lace,” “The Im- 
portance of Organdy,” “The Polished Look,” 
and “The Frosted Look.” 

One set of figurines designed in Italy for 
the Italian exhibition made its appearance at 
the fabric show as props for special effects, 
for example as central figure and point of 
interest in “The Frosted Look.” 

Other windows were devoted to accessory 
items. Brides, too, came in for a part of the 
story, with a display of fabrics from which 
they might select their gowns, and new types 
of bridal caps designed especially for Macy’s. 

The vestibule windows of the store displayed 


home dressmaker essentials. 


Such a concentrated display on fabrics, 


| with the dramatization of fashion rightness, 
| has proved highly successful both in the Macy 


fabric department, Mr. Bernstein reports, as 
well as outside. Says Mr. Bernstein: “Over 


| and above its impact on New York, it had an 
| important impact on the trade. It encouraged 
| many other people in both the wholesale and 
| the retail fields of the over-the-counter piece 


goods business to emphasize the fashion 
aspect of yard goods.” 

Once more display, with Mr. Foley direct- 
ing, has blazed an important merchandising 
trail at Macy’s. 


New Location 
For Decker 

The Decker Corporation has now moved 
into its new laboratories and building lo- 


| cated at 3205 Miller road, Wilmington, Dela. 
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NEW IDEAS IN DESIGN 
[Continued from page 33] 


stead of sending the escalators up and down | 
travel | 


they 
open 


ceiling, 
wide, 


through holes in the 
from floor to floor in a 
to make both floors visible 
as indicated in the photograph. The 
lators are decorated with delicately illus- 
trated glass panels illuminated from within. 

Throughout the store touches of imagina- 
tive design with the 
Michels & Co. add 
excitement, but they are 
always purposeful. The 
shaped shadow-boxes in the 
partment are studded 
quilting. 


well 


dashes of 
always functional, 
walls around odd- 


always to simulate 


with merchandise displayed in cases 
with luxurious blue velvet. 

The entire building is heated 
by hot or cold air. The store’s 
facilities are tied in with Rotterdam’s 
municipal heating system, established as 
a result of post-war reconstruction in the 
devastated city: this eliminates the need 
for boiler room space in the building. 

Mr. Michels, who participated in the 
creation of Vroom & store 
planner and advisor in coordinating display 
and merchandise problems, told us that 
many of the ideas at the new store were 
based on display principles developed in 
the United States and European 
countries, with a 
nality also evident 
ture is designed to be a 
to spur impulse buying and _ pre-selection. 
At the same time, fashion departments are 
given individual treatments in harmoriy with 
scheme. 


Dreesman as 


various 
good measure of origi- 

Each counter, each fix- 
“silent salesman”, 


an overall 
“We designed this 
beautiful showroom,” Mr 
ginning with the enormous window 
and continuing without interruption on all 
floors.” 
Vroom & 
center of the 
blitzed by the 
We're 


store to make it a 
Michels said, “be- 
facade 


Dreesman stands in the very 
Rotterdam section which was 
Nazi 1940, 
supposed to report in this 
on interior display, although this 
deviates a bit from the subject here and 
there. Now we have a_ problem Mr. 
Michels showed us a photograph from a 
store in Stuttgart, Germany, and we can't 
decide whether it belongs in this 
It is both interior and exterior, as we shall 


armies in 
space 
article 


space 


see. 

The Kauf 
60 stores operated 
variety principle, 
architectural design of 
proportions. The entire store front 
into the ceiling when the weather is nice. 
On bad days, there’s a glass front with two 
doors. When the weather is good, this 
entire front is pulled up section by section 
to make the entire store front an entrance. 
When things get a little cool, a curtain 
of warm air is blown up in front of the 
store through gratings in the sidewalk and 
in the ceiling. And when the store front 
is raised, sales increase 20 per cent. 

It’s as simple as that, but the idea is 
terrific. Which just goes to show the 
value of the store’s 


Halle, a chain of more 
along the high 
has inaugurated an 
really remarkable 


class 


store 


rises 


interior as a crowd- 


to each other | 
esca- | 


distinctive imprint of | 
color and | 


infants’ de- | 
In the silverware section, counters | 
are set on silvered legs of delicate design, 
lined 


and cooled | 
heating | 
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FACTORIES: 


THE REYBURN MANUFACTURING CO., 
PHILADELPHIA 32, PA. 


apres afar 
awnac atentiou- 
mad iigiga caty to we! 


@ BUY THEM FROM YOUR 
DISPLAY MATERIALS SUPPLIER 


IN Cc. 
ROYERSFORD, PA. 








than * 


puller. Or is the interior now the “store 
window”? Study the photographs and see 
which store you would be drawn to. Maybe 
the stores in the snow country can’t make 
much use of this idea but what a tremen- 
dous sales builder it can be for the warm 
climate stores! 
“Cutex" Displayer 
For Point-Of-Sale 

To stimulate the sale of “Cutex” and 
“Odo-Ro-No”, Northam Warren Corpora- 
tion, New York City, has introduced a 
display merchandiser for point-of-sale use. 
Like a small counter in appearance, it 
displays both products well, and provides 
shelf space at the rear for additional stock. 








RUSTIC DISPLAYS — POLES 
SLABS — BRANCHES — BARK 
CEDAR ETC. ‘BIRCH 


RUSTIC “PARKCRAFT" 
FURNITURE 


COMPANY, INC. 
Phones: 9-6479 or 9-6103, Williamstown, N. J. 
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70 Allied Display Materials, Inc. A. Lutz 
NOVELTIES, ARTIFICIAL FLOWERS & |) ”*"" tS ae 
DISPLAY KEY-NOTES a ate tit 4 REED AND RATTAN DISPLAYS 
NEW A&S UNIT For Windews ond Interior Store Displey Display Units, Frames, Screens, Novelties, Fixtures 
peeeenr evens ome tes ; Arts & Flowers Displays, Inc. Maharam Fabric Corp. 
svditecinle pst ger mvmbypeviinemiser tec! Cl 7.6848 | '30 West 46th St. LU 2.3500 
$s constructed t re tore « crete it Nas 
F comer entrances Customer ease of shop- | ARTIFICIAL FLOWERS and FOLIAGE | DISPLAY FABRICS & hy g-roroe aten 
‘ . traffic a . . icago . Wabas 
ng ts $ pani parm Fos - as Display Novelties and Accessories ae Aaa 1113 S. Los Angeles 
scalators handling a flow of fe x 
S00 cumennitn ose Iie: and parblak tee Bliss Display Corp. Messmore & Damon, Inc. 
idjacent to the store, capable of handling | 460 W. 34th St. BR 9-5750 | 1461 Park Ave. TR 6-3530 
cu OS oe DISPLAY PROMOTIONS MECHANICAL DISPLAYS 
One-hith of ee ae ‘a or nth oe Display Settings, Novelties, Animated Displays Papier Mache, Industrial Exhibits and Dioramas ° 
storage space Capabie 0 mandiing a sustamec 
matey Se eee Bois Smith Studios Metropolitan Mechanical Display Co. 
he building, constructed by The Austin 
Company and Meyer, Strong & Jones, consult 228 West 39th St. LA 4-4492 padi = a he New and . 
ing engineers, is completely air-conditioned WINDOW & INTERIOR DISPLAYS, er MECHANICAL BOOKS. 
Two additional floors can later be added to ARTIFICIAL FLOWERS 50 West 22nd $t.. New York — 


the reinforced concrete structure. Herbert G 
Davenport, Jr., director of design for Abraham 





Natural Creations, Inc. 











& Straus, was coordinator Bonafide Display and Decorative Co. 233 Fifth Ave LE 2.2377 
ee eg ea + 37th St. WI 7-7965 
wee ‘ FOLIAGE NOVELTIES, 
Electric Housewares Contest ARTIFICIAL FLOWERS and FOLIAGE DISPLAY DECORATIONS 
Is Now Underway Original Creations for Better Displays Creative Displays — "It's a Natural” 
Electric housewares dealers and display- 
men are eligible for official awards and L. J. Charrot Co Thomas Pace Co., Inc. 
national recognition in the industry's current $e ss 506 West Broadway GRamercy 7-0778 
952 wift dis ; adlescticing contests £20 ert ee WI 7-1687 Y 
tt asssthugridancthceionye Pong ARTIFICIAL FLOWERS & XMAS TREES 
held annually in connection with the elec- ARTIFICIAL FLOWERS Decorative Displey Neveliles 
tric housewares gift campaign Display Units, Novelties and Decorations Sell to Jobbers Only 
i The two contests will determine (1) the 
best interior or window display of electric 
housewares merchandised as gifts, and (2) | Celonial Decorative Display Co., Inc. Result Displays, Inc. 
the best retail newspaper ad promoting | 70 West 40th St. WI 7-0230 | 350 West 3ist St. LO 4-8440 
Se ee ee ARTIFICIAL FLOWERS PLASTIC TRAYS AND HANGERS 
q industry Plaques wl ve awarded in each ot 2 i a 2 * . . . 
the difierent dealer. Gisisibak: éuch ous ap- Decorative Display Units, Novelties and Decorations A quality product priced right 
: pliance, hardware, jewelry, drug, depart- 
; ment store and electric light and power. a Louis Schneider Corp. 
7 oo po ne of —— a 13 West 27th St is MU 6-1798 | 6 East Second St. OR 4-3723 
” awarded at the discretion of the judges. . 
The panel of judges will be made up of ARTURGIAL Therens, SHSLAY ARTIFICIAL FLOWERS & FOLIAGES 


leading figures in the merchandising-pro- Display Decorations and Novelties 


motion field and their names will be an- 
nounced at a later date Decorative Plant Corp. Nat Siegel, Inc. 
Dealers can enter the contests by sub- 136 West 24th St WA 4.4405 39 West 37th St. WI 7-8485 
es ° 4 
MANNEQUINS AND DISPLAY 


Imported Novelties, Settings 





mitting photographs or snapshots of their 














displays and tear sheets, each accompanied ARTIFICIAL FLOWERS 
WERS EQUIPMENT 

by the following information: Name and Display Settings, Novelties, Units Distinctive Display Fixtures and Novelties . 
address of store, type of store, name of 
person responsible for display or ad, com- or * 
pants Ga’ seaiiee. - Chad ae The Display Equipment C >. cam Walter E. Spaeth Displays 
entries is July 15, 1952, Address entries | ‘4? a 37th St. Sait rea 57 West 30th St. MU 3-2749 , 
to: Contest Editor, Electric Housewares Menuiesterers on mage sre — NATURAL FOLIAGE DISPLAYS 
Section, National Electrical Manufacturers CORONET & WINDSOR 
Association, 155 East 44th = street. New MANNEQUINS Factory — Corona, N. Y. 
York City 17 

Winners in the 1951 display contest were Frankel Associates, Inc. D. G. Williams, Inc. 
Lansburgh & Brother, Washington, D. C., | 218 West 47th St. roratnaneg 498 Seventh Ave. LA 4-4069 
department store division; Shaffer & Bond, | DISPLAY FABRICS & ACCESS 
Inc. Upper Darby, Pa., hardware store 127 N. Dearborn St., Chicago; MANNEQUINS & DISPLAY FIXTURES 
division; Ohio Edison Company, Youngs- | 424 Book Bldg., Detroit; 819 Santee St., Los Angeles Display Novelties and Equipment 
town, electric light and power division, and 
Mankato Electric Company, Mankato, Minn., Victor Haida Displays, _ ‘ Ben Walters, Inc. 
appliance store division 149 West 24th St. H 3-3540 125 West 26th St. AL 5-2308 

DESIGNERS & seamen peor DIP IT! DRAPE iT! 

Ben Walters Returns OF CREATIVE DISPLAYS “Trade mark ot SHAPE IT! CAST IT! 
After Vacation Largest Showroom in the Country Celastic Corp See it demonstrated 

Ben Walters, head of the New York id H 

amberger, Inc. 

City firm of that name, has returned tof 495 wen oawee apenas SAVE TIME — DO YOUR 

s Sue ( ies follo ng ;< acé 0 sp $ 
A lord E & sscation spent 1 MANUFACTURERS OF DISPLAYS DISPLAY BUYING IN 


in Florida 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties NEW YORK 














This group of well established 

display houses cordially invites you 

to inspect their lines during June 

Market Week, June 29 to July 2. 
\ They are presenting new display 
props, materials and accessories to 

add romance and power to your 

display programs for the 


\ Christmas season. As usual 


their originality and display 
creativeness will give you 
an opportunity to add 


wr 


a new note to your « 
impending ume 


displays. 





in new vork | 








A most attractive (duo-toned) pattern in (4) colors 
14 ply 28" x 44", suitable to large or small cards. 
Superb working surface for hand lettering, show- 
card machines, printing and silk screen process in 
all media. 


Write for free samples and name of nearest 


“NAT-MAT” dealer. 


Manufacturers - 


NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVE. CHICAGO 24, ILL. 
11422 $O, BROADWAY, LOS ANGELES 61. CALIF. 





ALSO—CARD & PAPER WORKS LTD., PETERSORO, ONT... CAN 











modernize 
your 
displays 
with 

this 
Displayman's 
Tool... 














STEPS ... MATERIALS! 


GET up your displays in less time, with fewer steps, with greater economy of | 


materials — with HANSEN, the Tacker that modern displaymen consider an 
essential tool. Balanced design for accurate driving — easy-gripping action — 
ready portability — one-hand operation — are notable Hansen features. Hansen 
Vest-Kit provides a handy supply of staples without back-tracking. 


REQUEST 


WHITH 


5041 RAVENSWOOD AVE. CHICAGO 40 ILLINOIS 
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IMPRESSIONS OF DISPLAY 
[Continued from page 41] 
the same feeling is there now, as the one I 
vividly remember seeing in photographs of 
famous German windows in a German maga- 
zine called Schaufensterkunst when I was 
beginning my career. 

Perhaps the best store, and one that really 
does something new and different, is the 
Jelmoli store in Zurich. Their giant sized 
figures, made in wood and paper and jointed 
similar to a baby doll, are worked by ropes 
to move in a most clever manner. This is a 
really novel idea, and one that I saw nowhere 
else. 

Paris does a very artistic job in the smaller 
exclusive shops, but in most of the larger 
stores the type of display does not appeal to 
me, and I do not consider it at all good. | 
might try to describe a frock window. In an 


| area of about 12 by 12 feet a dozen dresses 


might be displayed on low flat forms prac- 
tically covering the whole area of the floor, 
plus about 18 mannequins standing close to- 
gether around the two walls. They also go to 
a lot of trouble pinning garments into folds 


| and pleats, which I think spoils the appear- 
| ance of the apparel. The thing I admire 
| most in American display is its studied 


negligence. 

A feast for any displayman’s eyes is to have 
the good fortune to visit Hermes, in Paris, 
as I did. There is a display woman there 
who does a most artistic job. Unfortunately 
| did not meet her, but the manager gave me 
an hour and a half of his precious time and 


|} escorted me over the whole building from roof 


to basement, There are a lot of most exciting 
things to see behind the scenes. The art of 
hand-tooled leather, handed down from father 
to son for generations, still goes on there. 
| understand that Hermes began in the time 
of Louis XIV, when his ancestors made the 
royal saddlery. It is a most interesting 
place. The private offices of the elder M. 
Hermes hold a most magnificent collection 
of leather and gold work, dating back for 
hundreds of years, in all types of things to do 
with horses and carriages. The artistry of 
the work has never lost its beauty through the 
centuries, and now in these days it is a 
couturier house for accessories for the fash- 
ionable ladies of Paris. 

Also another place to visit is the famous 
Flea Market in Paris, where wonderful props 
can be purchased at most reasonable prices. 
Also procurable there are beautiful antiques 


| and reproductions that would bring joy to 


any displayman and give glamour and eye- 
appeal to any display or salon. 

Of course, most of the German cities I 
visited are in an appalling state, and display 
is at a very low ebb except for the confec- 
tionery and cake shops, which do the most 
fabulous things with sugar. The purpose of 
my visit to Germany was to buy Christmas 


| decorations, which I found in the oddest little 


country villages outside the main cities. Won- 


| derful mechanical toys are to be found there, 


not only for children, but for adult entertain- 
ment as well. The French and the Germans 
are masters of all things mechanical. 
Copenhagen and Stockholm, I would say, 
are probably the most modern cities, not so 
much in display as in the manufacture of 
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articles such as glassware, silverware and 
pottery. 

Coming back to England, they have a slight- 
ly different approach. They do a wonderful 
job with exhibitions such as the British 


Industries Fair and the Festival and Battersea | 


park, to all of which they have an extreme, 
modern approach, as they do to the theatre. 
But, unfortunately, all the shops in London 
proper are sadly behind the times. There is, 
perhaps, only one store in London which I 
could classify as having a 1951 approach to 
display; this is Liberty’s. Another store near 
London which does a very good job with 
quite a surrealistic and artistic angle is 
Bentall’s. I realize of course that all these 
stores are suffering from austerity, but even 
so I can not understand why they have not 
gone as far with window display as they 
have most certainly done with their exhibi- 
tions. 

I think any displayman could have learned 
a lot from the great fair in the Festival. The 
Great Dome was an architectural triumph 
where one could spend weeks and gain 
thousands of ideas for display. 

3attersea park was a paradise of ideas to 
me, with a modern effect that harkened back 
to the Crystal Palace exhibition of the Vic- 
torian era. Wonderful things were done with 
cane — beautiful arches hung with chandeliers, 
colossal figures and columns all made of cane 
and lacquered white. These things inspired 
me for our spring show in Melbourne. We 
used a modern trend with pavilions of cane 
and mica giving an effect of wrought iron and 
glass. 

As far as our displays in Australia are 
concerned, I feel we lean mostly towards the 
American way, perhaps one of the main 
reasons being that our mode of life and our 
climate are more akin to America than any 





| 


other country. We like the dramatic and | 


the theatrical approach to display that large 
stores in Chicago, New York City and Dallas 
feature, and we promote in a very similar 
way to the Americans; this, we have found, 
most certainly pays. We like the modern 
lighting effects, and the not-too-large windows 
that America uses. 

Some of the photographs shown with this 
article, although giving a British story, are 
more or less done, to my mind in any case, 
after the American idea. These windows 
were used for our autumn showing and fea- 
tured British Vogue Export clothes. The 
backgrounds were painted to represent famous 
English landmarks, with velvet panels and 
free-flow dais placed in front with fluorescent 
lighting forming a background to our English 
merchandise — perhaps linking the old with 
the modern. 

A foyer scene showing evening gowns and 
which we called “A Night at the Opera” is 
a typical setting, featuring all the richness we 
associate with a royal reception but, we hope, 
still done with a feeling of Fifth avenue. 


Summer Display Catalogue 
Issued By Marcus 

An attractive catalogue showing display 
materials and equipment for summer use 
has been prepared by Marcus Window 
Display Service, Inc., 104 Lincoln street, 
Boston 11. Copies will be sent on request. 


| 
| 
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add sparkle to your displays 
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Here’s a sparkling fresh idea for window, backdrop or 
counter display. Sparkl-Tex combines a feeling of snowy 
crispness with eye-arresting glitter ... sets off your display 
to best advantage. 

Shiny aluminum flakes in silver or a combination of 
silver-red-green are sprinkled on fireproofed cotton wadding 
— then baked on by special process. Sparkl-Tex has body 
for easy handling, accurate cutting. Its depth allows it to 
fall in soft, snow-blown contours. 

For store display, Sparkl-Tex is available in rolls 36 
inches wide and 12 or 48 yards long. Smaller sheets are also 
available attractively packaged for resale. For full infor- 
mation, prices and samples, write Dept. ,)5. 
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SIGNS FOR EVERY NEED 
CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”. and the 
latest Acme catalog on directories and 
bulletin boards for department stores 
and menu boards for cafeterias. There 
is no obligation and no salesman wili 


call. 
37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


* |BULLETIN COMPANY| 


| VERTISED TODAY | 
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‘FADE PROOF 


No Charge for Drop Shipments! 
No Minimum Quantity! 
“GROOVED GRAINS" 

(8 yards long) 
4 Rubner Quality Product 


BUTLER SUNFAST SEAMLESS 
SSJIWVAS LSV4INNS Y3aTLNG 


aa1ing 


Vertical Grain Horizontal Grain 
53¥2"" wi 107" wide 


Levy's ‘Garden Of Beauty” 


ARLY in March, Levy's, of Tucson “Due to our warm weather and a scarcity 
presented the store’s second annual of the blossoms we desired,” says Joseph 


| “Garden of Beauty” show featuring H. Schwab, display director, “certain devia- 


Rich wood-grain surface provides distinctively 
modern three-dimensional effect. Imparts the 
“decorator touch" to the creation of dramatic 
windows, columns, floorings and backgrounds 
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SS31WV3S LSV4NNS 


flowers and perfumes in all windows and tions from our original plans were neces- 
within the interior. This was done with the | sary Tucson depends on California for 
cooperation of local florists and various flowers, and the many storms out there dur- 
cosmetic houses ing the weeks preceding the show limited 
There were eight windows involved, and the supplies. We substituted many potted 
the interior of the street floor where the flowers.” 
main interest was directed to the cosmetic \ll display props were made in the dis- 
department in the store's center aisle play shop of Levy's, according to Schwab. 
Fresh flowers were used throughout Two of the principal windows are shown. 


5344" wide x 8 yds., 50 yds., 250 yds. 
Order through Your Display Jobber 





BUTLER SUNFAST SEAMLESS— 
SSAJIWV3S LSVINNS Y3a1LNa 


(Just clip to your letterhead and mail) 


Please send me 

(1 FREE 1952 BUTLER CATALOG 
FREE SAMPLE (1! sq. yd.) of 

[J] “GROOVED GRAINS" (Color: 

[) “PRIMITIVE WOODGRAINS" 

(Color:- ed 

NAME TITLE 
FIRM 
ADDRESS. 
CITY. ZONE STATE. 


MY DISPLAY JOBBER IS 


SOR ee eee eee eee ewe see e ee eenesene 
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BELL RINGER 
DISPLAY IDEAS 
TO HELP yoy 
THIS CHRISTMag 


WINDOWS 
and 
INTERIORS 


125 inspired Christmas display ideas .. . full of 

“sell” and eye-appeal . . . outstanding photo- 

graphs of Christmas displays set by leading 

department and specialty stores throughout the 5 

country last year ... each idea ready to go to work for 

YOU at Christmas 1952... all 5" x 8" photographs with 

full descriptions . . . all designed to help you toward a more effective and 

productive Christmas selling campaign. . . . Order now and have these 

ideas handy for your Christmas planning and market trip. PARTIAL Corson, Pirie, Scott 
UST OF etnies 

STORE 


Neiman-Marcus 


EACH PACKAGE IS ATTRACTIVELY DISPLAYS lord & Taylor 
BOXED FOR YOUR DESK INCLUDED Sears Roebuck 

IN THE Setter’ 

ilene's 

PACKAGES Gomberger’s 

R. H. Macy 

Gimbels 


May Co. 
Hearn's 
Gertz 


eRe ne be SCA Bin uN 


RETAIL REPORTING BUREAU 
101 Fifth Avenue 


New York 3, N. Y. 
Order now ... and have these ideas 


ready to go to work for you this Please send, and bill me later, bow 1952 package of 


Christmas . . . Ready for immediate . Christmas window and interior display photographs at 
delivery ... 5 $25.00 (plus actual postage). 


RETAIL REPORTING sian 
BUREAU —_ ies 


101 Fifth Avenue, New York 3, N. Y. . ene 








Address 
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ARTS 


*Reg. U. S. Pat. Of. 


MEANWHILE VISIT 


43 WEST 56TH ST., NEAR 5TH AVE, 
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- "The House of Naturals" 


and FLOWERS" 


M 
Gnufacturers Creators Importers 


NEW YORK 19, N. Y, 




















NEW YORK DISPLAYS 

{Continued from page 37] 
fashions, Lord & 
windows with the 
that “Ann Fogarty 
wonderful crinoline 
istraight through a Young 
Summer.” As background before the dark 
Display Director Henry Callahan 
cool white embroid- 
rods ... the 
pair in- 
fruit 


Taylor presented four 
card copy advising 

this 
that spins 


New Yorker's 


major 
started it all 
commotion 


gwalls, 
Pused five pairs of crisp, 
ered curtains 
tie-backs on the center backwall 
red apple. Wallpaper in a 
white ground was used to cover 
and was with 
floor. A card in the 
carte menu” drew 

included in the 
booths 


hung on brass 
cluding a 
pattern on 
contrasted 
foreground 
attention to 
display 

used by Display 
in two McCreery 
the fashion 
Developing this 
each of the 
white on a black 
costume 


the ceiling nicely 
an all-white 
titled “a la 
the accessories 
telephone 
Walter Hazeltine 


told in a direct 


even 
Director 
windows way 
story the short coat 
theme, the backwall sign in 
units 
read “Cut it 

named the 


lettered in 
short for the 


seven 
card 
look,” 
coat 
Continuing the 
framed black just 
telephone drew to the 
dress or skirt worn by the mannequin, 
on the shelf by the phone a 
handbag was placed with this memo: “Right 
style tone for this number is Black,” fol- 
lowed by the price or grouping of 
handkerchiefs flowers 


and price of the feature 


established atmosphere, a 


card placed above each 


attention price of the 
while 


projec ting 


with a 


gloves, and 


Wallboard in made the seven sub- 
divisions and suggested _ partially 
opened doors appearing to the rear left of 
unit. The backwalls of the booths 
were in chartreuse. Gray fabric stretched 
overhead was sheer enough for white light- 
ing to penetrate. The lower section of the 
window front was masked in gray, against 
which the blue emblem of the telephone 
system was applied for further realism. 

Fashions for the Belmont track came into 
their rightful inning in a bank of windows 
at Bonwit Teller. For this annual spring 
event, Display Director Gene Moore 
patron of the races wearing 
white check silk by Nettie 
accessorized with hat and 
and brown shoes. 

Continuing the spirit of the track, black 
cardboard cutouts in various sizes suggested 
the front of binoculars with the “lens” 
insets reflecting via photographic blow-ups 
exciting vignettes of the actual races. These 
applied flat inside the window 
floor covered with 


gray 
also 


each 


showed the 

and 
and 

white 


a brown 
Rosenstein 
gloves in 


units 
glass. The 


were 
blue was 
brown pebbles. 

a group of flower-trimmed straws in 
pink white at Bonwit’s, Gene Moore 
contributed an April green to the color 
scheme through the use of a slanting panel 
velvet. 


For 
and 


covered in 
filled 


almost 
cutouts 


Inverted glass bottle heads 
with pink roses were set in under 
which a white spotlight was placed. A rim 
cut from a white lace paper doily was car- 
of each millinery sub- 


ried around the base 


composition, several 


spaced over 


ject. Completing the 
small lace paper doilies 
the green panel. 


were 


Following the observance of Easter there 
were many displays of bridal fashions, all 
in the traditional white. However at 
Gertz’s, Jamaica, the garden wedding was 
distinguished by carrying out the theme of 
a monochromatic pink setting. In estab- 
lishing this divergent scene for the summer 
bride, Display Director Eric Daniel por- 
trayed setting in the Italian Renaissance 
mood. The bride was posed on a platform 
finished to give the effect of pink and gray 
sandstone . . . the platform outlined in 
moss which had been shaded in pink and 
spaced with pink roses. 

Developing one of the bridal symbols, a 
papier mache angels brushed in 
pink oils with a gold glaze held aloft gar- 
lands of breath sprayed in palest 
pink and spaced with pink rosebuds. The 
bridal retinue was costumed in the soft 
shades of pink—including bouquets, nose- 
and corsages. The groom, awaiting 
his bride, stood back of an archway, also 
done in the pink and gray sandstone 
technique. 


number of 


baby ’s 


gays 


Chitel Promoted 
By Edwards 
With E. W. 
for the past 12 
been promoted to the 
manager. He succeeds 


& Son, 
Robert 
position of 


Edwards Syracuse, 
Chitel has 
display 
Kruse 


years, 


Thomas 
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For their magnificent store at Shoppers’ World 


DISPLAY 
BOXES 
and TRAYS 


servant 
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Pee SENT manne 


More than 700 dozen Paulson Trays and Boxes 
enhance the ultra modern Jordan Marsh Co. 
Shoppers’ World in Framingham, Mass. Give your store or 
department this look of modern smartness 


with Paulson all-purpose display units! 
® crystal clear, heaviest gauge plastic! ® save time for sales clerks! 
® for ready-to-wear, domestics, notions! ® insure orderly counter and 


sho displays! 
@ keep stock fresh — reduce markdowns! een oe 


— 


NY 


#100 SHIRT TRAY #150 UTILITY TRAY #50 SOCK #35 TIE TRAY #75 HOSE TRAY 
GLOVE TRAY 


... write for the name of your nearest distributor 


paulson company 


DEPARTMENT 5 , 585 BOYLSTON ST., BOSTON 16, MASS. 











NEW MANIKIN 
RENTAL PLAN 


FIRST MONTH $15 


$5 


MONTHLY 


THEREAFTER 


WRITE FOR DETAILS 


WADISONIA 


Largest Manikin 


& Wig 


America's 


Refinishers Stylists 


NEW YORK—152 West 25th Street 
CHICAGO — 11 South Desplaines 
DALLAS—1209 S. Industrial Bivd. 


FACTORY-ON-WHEELS 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 


USED DISPLAY EQUIPMENT 
FOR SALE 


REPRESENTATIVES WANTED 
7 
$4.00 Per Column Inch 
CASH WITH ORDER 





DISPLAY Worse 


Cowee Stresses Showmanship 
In Address To Retailers 
At the 


ference 


fifth annual 


sponsored by 


Merchandising Con- 
the Michigan Re 
April 16th at the 
iol of Business Administration in Ann 
Mich., Howard M. Cowee, vice- 

of W. L. Stensgaard & 

Inc., told the gre that the American 
ability to pr goods has again out- 
stripped the American ability to sell goods. 


ilers Association on 


Associates, 
sup 


oduce 


In emphasizing the sales promotion theme 
of — the the 
and 
sales 


reviewed 
selling, 
them in their 


conterence, Cowee 
tasks that retailers in 
the tools available to 


promotion efforts 


Tac 


He stressed the need for showmanship in 
window display and the need for improved 


lership in interior displays, coupled with 


rea 
methods that speed up selling and reduce 
selling cost He further urged retailers 
to allocate their promotion funds to media 


based on the performance of each medium 
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rather than on the basis of past precedent. 
Several examples of how results 
can be 


these 
achieved were shown based on ex- 
activities directed by 
the New York City 
branch of the Stensgaard organization. 
Particularly 
that 
indispensable 


research 
heads 


tensive 
Cowee, who 
for the small stores it was 
window display is the 
publicity medium which 
retailer himself owns and operates. 


stressed one 


the 


Fixture Mart Announces 
"Anchored Hook'’ Hangers 

Literature has been prepared by The Fix- 
ture Mart, Inc., 314 West Jackson boulevard, 
Chicago 6, on a line of garment hangers 
featured by a hard steel washer which acts 
bearing to protect the plastic and 
anchors the hook permanently in place. The 
usual action is retained, despite the anchor- 
ing. Copies of the sent 
on request, together with others describing 
the firm’s line of display forms 


as a 


brochure will be 


Tsk GARAs re) 





ap | 
o 








Born IN KANSAS, BOB ENTERED RETAILING - 
IN 1919 AT CROSBY BROTHERS , TOPEKA, - 
AND HAD HIS FIRST TASTE OF DISPLAY WORK 
IN 1924 UNDER RAY WHITNAH. AFTER 3 YRS: 
HE JOINED DONALDSONS, MINNEAPOLIS, IN TH ie 
DEPARTMENT UNDER WM. HINKS. 


ws 


A ys 

a eS 
‘ 6 
yi 


NWNEY, 


display director THE J. L. HUDSON COMPANY , DETROIT 


Qt 


AO- yy, DURING 1932-34 HE WAS 
\ N THE DISPLAY BUSINESS 
WITH RAY WHITNAH, THEN 
IN ST. LOUIS. AFTER FIVE 
YEARS WITH THE H. & S. 
POGUE CO. , CINCINNATI, 
HE ASSOCIATED HIMSELF 
WITH THE BOSTON STORE, 
MILWAUKEE. HE JOINED 
HUDSON'S IN 1940, IN 
CHARGE OF INTERIOR DiIS- 
PLAY. WAS PROMOTED TO 
ASSISTANT DISPLAY DIRECTOR 
IN 1949 , AND WAS 
APPOINTED TO HIS PRESENT 
POSITION EARLY THIS YEAR. 
ATTENDS ALL PROESSIONAL 
HOCKEY AND FOOTBALL 
GAMES AND LIKES BASEBALL. 


HOBBIES: RIDING, 
PHOTOGRAPHY 
AND GOLF. 
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FRANK DALE STANDS BEHIND EVERY BABY HE MAKES 


AND...HE MAKES BABIES THAT 


SELL MERCHANDISE. 


His babies appear in store windows and in 
mass store displays . . . across the nation. 


ed ton 


BABY IN BASKET .. . This little fellow lies on his 
back in a basket, waves his arms and kicks his legs 
in a most life-like manner. His head raises and 
lowers and turns to the left. Completely garbed in 
what the "well dressed baby’ is wearing, he's the 
image of a healthy, contented baby. Life size one 
year old baby. Shipping weight in itinerant case 
approximately 80 Ibs. 


$35.00 per week rental 
$25.00 each additional week 


F.0.8. FACTORY: MIDDLETOWN, CONN., OR NEAREST DISTRIBUTOR. 


MY FIRST st SWEETHEART 


That Agrees With Your Skin 


WRITE TODAY... for detailed literature on other animated figures. 














ANICAL MAN. 52 VANDERBILT AVENUE NEW YORK CITY 








CHROME METAL 
MOLDINGS and FRAMES 


for every disp.ay and 
decorative need 
199 popular designs — durable, 
aen-ternithing- 
Write for style folder. 
Jobber inquiries invited. 


IRVING BERLIN & CO. 
719 Eighth Avenue @ New York 19, N. Y. 


THROUGHOUT U.S.A. 
AND CANADA 


We are large preservers of Trans- 
parent Oak and would be very 
glad to submit samples with prices. 
Various colors: Two Tone Red and 
Yellow, Brown Tone, Green Tone 
and Pastel Colors. 

@ Dyed Oak Sprays, Green & Red 
@ Fox Tails, Natural and Dyed 

@ Sea Oats, Natural and Dyed 

@ Florida Moss—natural and dyed 
@ Cypress Knees in various shapes 

and lengths 


FLORIDA 
LEAF AND FERN CO. 


W. C. & T. S. Rumbley, Owners 














Bottcher Reelected 

By Australian Group | 
At the annual election meeting of the 

Display Association of South Australia, | 
with headquarters at Adelaide, R. E. J. | 
Bottcher was reelected president. Other 

officers are, vice-president, H. Loeser; sec- 

retary, J. S. Woodroffe; treasurer, R. E. | 
Rogers M. Dale and FE. Burton were | 
named committeemen. 


Frazer Leaves Frost's 
For The Vogue 


Formerly assistant display manager for 


TRANSPARENT OAK 


Antonio, James Frazer 
of the same city, 
department. He 
resigned. Ralph 
appointed to Frazer's 
at Frost Brothers. 


Frost Brothers, San 
has joined The Vogue, 
as head of the display 
replaces P. J. Allen, 
Scharff has been 
former position 


Walters Reveals Method 
Of Making "Celastic" Balls 
28-inch 


Giant “Celastic” balls can now 





SANFORD, FLORIDA 











be made without plaster moulds, using the 
tinfoil “Celastic” copy method, according 
to Ben Walters, Inc., 125 West 26th street, 
New York City 1. A rubber beach ball is 
inflated to the size desired. A_ special 
solution is then applied over the entire 
ball, which is then covered with tinfoil to 


act as “Celastic” is then torn 
dipped into the softener 
applied over the tinfoil in a 
When dry, the ball is de- 
flated and removed and can be used over 
again. A 28-inch, full-round ball weighs 
2% pounds. 


a separator. 
in large squares, 
solution and 


single layer. 











COSTLY 


Call in a Marsh factory-trained 

product engineer. He will be glad 

to help you add more sales appeal 

to your product and reduce your costs 
with WOODPANEL. 

MARSH WALL PRODUCTS, INC., 

Dept. 550, Dover, Ohio. 


Subsidiary of M ite Corporation. 





TO MAKE IT 


BETTER — 


MAKE 


DISPLAY WORLD 


INISHING OPERATIONS 


Mar ite WoopPANEL 
ENDS FINISHING 
PROBLEMS! 


Beautiful WOODPANEL is prefinished 
for you. . . ready to use without expen- 
sive preparation. Seven distinctive wood 
grains feature the exclusive high-heat- 
baked Marlite finish that is resistant to 
heat, acids, alkalis and stains. 

WOODPANEL is easily drilled, 
punched, sawed, sanded, planed, lami- 
nated, and die-cut with ordinary wood- 
working equipment. WOODPANEL is 
ideal for furniture, displays, fixtures and 
thousands of other applications. 

And the cost? Considerably less than 
many unfinished materials. Like a sample 
of WOODPANEL? Just drop us a line. 


WOODPANEL 
5) 


PREFINISHED PANELS 


1T WITH MARLITE 





| rooms is the 
|} on “Fiberglas.” 
| can 
| most 


| “Marbalia” hand-print. 


| highly 
| heat. 





| G. Seymour, 








Write For Your 


FREE BOOKLET 


“Glowing Displays” 


plus—fluorescent color cards, complete 
cost information and story on Lawter’s 
“Free Color Service” for planning black- 
lighted fluorescent displays. 


LAWTER. CHEMICALS, INC. 


3560 Touhy Avenue °¢ 


Chicago 45 


th 





USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
* 
$4.00 Per Column Inch 


CASH WITH ORDER 





| as Chas 
| Store, 
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FINE AND APPLIED ARTS 
[Continued from page 50] 

Some of Laverne’s creation are 
the decor, but samples as such 
in extremely limited number and 
arranged that they do not obtrude. 

One original, however, is on such a 
scale that it can not be passed up. This 
is the new “Marbalia Mural”, which is 21 
feet long by 9 feet in height, in one piece, 
or 10% feet long by 9 feet high, in one 
piece. It can be made up in any 
and was chosen by the New York Museum 
of Modern Art for the Good Design Show, 
1952. “Marbalia Mural” is hand-printed 
and is the result of five years development 
effort to make a display paper of 


used in 


are seen 


are so 


colors, 


in an 


| this scale and importance. 


Another contribution on view in the show- 
Laverne “Prestige” prints 

Included in this 
are several designs which won awards from 
the Metropolitan Museum of Art and Ameri- 
Institute of Decorators, chosen 
Design Show. 
designs in the 
Quite apart 
the decorative effectiveness of these drapery 
“Fiberglas” is fireproof and 
sunlight and _ radiator 


group 


also 
One of the 
group is a 
from 


for the Good 


effective 


hand-prints, 
resistant to 


| Student Wins Prize 
| For Clinic Poster 


First prize of $50 in a competition spon- 
sored by the National Association of Dis- 
play Industries has been awarded to Man- 
fred Pollner, Moline, Ill, senior in advertis- 
ing design at the University of Illinois. 

Pollner’s design, an advertising 
flyer for a display clinic to be held May 
20 at the university, has been put into pro- 
duction and will be mailed to 7,500 
Illinois retail and others inter- 
ested in display techniques. The clinic is 
presented by the university's Business Man- 
agement Service in cooperation with the 
National Association of Display Industries. 

Second prize of $30 went to Thomas 
Floyd, Gary, Ind., a junior, and third prize 
of $20 was won by Jay Williams, Chicago, 


winning 


some 
merchants 


| senior in advertising design. 


Robert 
uni- 


the competition 
acting director of the 
versity’s Business Management Service, John 
Shimek, BMS editor, and C. V. Donovan 
and Raymond Perlman of the Department of 
Art Approximately 55 
mitted 


Judges in were 


entries were sub- 


| Harry Jones Retires 
| At Age Of 86 


Harry T. Jones, who began his career 
in display 56 years ago in a grocery store 
in Rapid City, S. Dak., has retired from the 
firm of Adler-Jones Company, Chicago, the 
firm he and Joe Adler organized in 1916. 
During his service to the display field, 
Jones was associated with such organizations 
A. Stevens Company, The Fair 
Hillman’s, and Mandel Brothers, of 
Chicago. Now 86 years old, he has retired 
and moved to California. He will appreciate 
hearing from friends at his new address: 


H. T. Jones, c/o Ahearn, 700 Goldenrod 


| avenue, Corona Del Mar, Calif. 
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( THIS SUMMER LETS \( ITSURE ATTRACTS (THATS A DEALIM 


“ 4 UTILITY VALUE AWD CAN BE | | 7: 2 O. 
OF (esac asics yom a a 
INVITING DISPLAY; | SUMMER 
~ Cc we OR WINTER! YOUSAY / 
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PROVEN SALES: “DUNG CH 


‘\ FOR 


SUIOIER DISPLAYS 





Buy Frostee Sno Products European Producer by Special License 


Frostee Sno Company FROM YOUR FROSTEE SNO PRODUCTS 
ANTIOCH, ILLINOIS DISPLAY JOBBER “Blikkfang” Torget 8, Oslo, Norway 


Frostee Sno Blocks — Frostee Standard Sno Flakes — Frostee Fine Sno — Realistic & Fireproof 

















NEW MAGIC BOX FLASHER 


Yours for FREE 10-DAY Trial 


1,001 Flashers in One 


Instantly Variable Speed — 
Instantly Variable Sequence 


@ Up to 9 Lights as a Chaser (| light at a time) 

@ Up to 8 Lights as a Speller (built-up action) 

@ Simply dial number you wish to control 

@ Simply plug in and get flasher action you want 
@ Famous Gale Dorothea precision construction 


nteed—$150 F.O.B. N.Y.C. 
With Harness, $170 


Sent without obligation for FREE TRIAL if 
request is on your company letterhead 


GALE DOROTHEA MECHANISMS 


Modern Mechanisms for Displays 
81-01 Broadway Elmhurst, L. I, N. Y. 


Fully guara 
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NADI News 


By JOHN F. BOWMAN, JR. 


Managing Director, National Association of Display Industries 


eople: Monte Seewald of Decorative 
Novelty Company 
trip through the mid-West. John T. 
Jackson of Old King Cole Displays, Inc., 
advises that they will not be able to par- 
ticipate in the June 1952 Market Week 


volume of business 


stopped in on his 


heavy 
reports his firm is now operating three 
point-of- 


because of the 


plants and is concentrating on 
purchase units. Also heard from recently 
were Bennie Allaun of General Display 
Studios, Ralph Fredericks of Gardner Dis- 
plays and Paul Stone of Craftmasters, Inc. 

SDA Comment: Plenty of remarks have 
been registered as to the value — intrinsic 
or extrinsic—of the Southern Display 
\ssociation’s annual Conference and Market 
Week. It seems from this corner that a 
step in the right direction was taken when 
Joe Apolinsky and his officers decided to 
ask Earl Gasthoff and I. T. Vierheller to 
serve with them in an executive committee 
capacity. No one can deny the place of 
trade groups in our field and they are 
needed at every level. Local clubs do a lot 
to keep local spirit high. Whether regional 
or national display organizations devoted 
strictly to displaymen can do a job is still 
to be proved. If the SDA can come up 
with a healthy, profitable plan of operation 
it will benefit everyone. Until such a plan 
of operation is provided . . no further 
comment 

Jobbers: From time to time the idea has 
been presented that there should be an 
organization for the reputable jobbers in the 
display field. The several comments and 
ideas do not contemplate any elaborate set- 
up nor do they seem to require a large 
amount of capital for such operations as 
might be undertaken. One of the major 
items for such an organization appears to 
be the elimination of abuses which—as in 
all businesses—are part of the display 
operation overall. Manufacturers of dis- 
play items primarily sold through jobbers 
are particularly interested in such an organ- 
ization and have expressed their willingness 
to participate in supporting a reliable and 
aggressive jobbers’ organization. 

Small Retailers Clinic: The University 
of Illinois has distributed 10,000 copies of 
the program for the event on the university 
campus scheduled for May 20. If the gas 
and oil difficulties have been resolved by 
that time it promises to be a complete 
success. If people have difficulties in travel 
there will be some reservations not picked up. 

Some 20 universities have requested data 
on the event and all have indicated that 
they will be happy to sponsor similar activi- 
ties. Inquiries and comments have come 
from California, Kansas, North Carolina, 
and many other regions. There appears 
to be a deep need for such programs, 
particularly in schools of commerce. 

Sales and Business: The general level 
of results from trips covering late summer 
and early fall lines is reported good by 


most sources. General comment is “we got 
our share but not much Where 
percentage figures were mentioned the dollar 
volume was ahead but unit volume was 
down. Which seems to indicate that prices 
are up. Speaking of sales—one merchandiser 
recently reported in an outstanding national 
magazine was able to cut his sales staff 
to two men. He sold a total of $1,350,000 
worth of merchandise by concentrating on 
advertising and point-of-sale displays. 
Trends: The expansion of major retailers 
into suburban and rural areas has posed a 
particular problem for the local shops. They 
have become increasingly aware of their 
need for better presentation of merchandise 


more.” 


and a more aggressive program of sales 
promotion. The expense factor indicates 
that most will turn to better window and 
interior displays before increasing advertis- 
ing allocations which are primarily devoted 
to weekly community media. This appears 
to be a more receptive source of business 
than it has been in the past. Manufacturers 
of sign machines are already tapping this 
source. Other display manufacturers may 
well find a profitable market in the same 
areas of operation. 

Membership: Since the last report on 
this subject there have been three additions 
to the National Association of Display In- 
dustries rester. Aphrodite Displays of New 
York City, American Import Company of 
San Francisco, and Advertising Arts of 
Chicago have been approved for membership 
by the board of directors. The first and 
third will participate in the June Market 
Week. A membership is pending for 
Display Products Company of New York 
City and requests for applications have been 
received from Jay Gee Studio of New York 
City, Suzari Marionettes of New York 
City, Manheim Gardens of Philadelphia, 
Advertising Displays of Cleveland, and 
Hertvy Company, of Rego Park, N. Y. 

Arkow-Lewis Associates of Philadelphia 
has resigned their membership and trans- 
ferred their operations to the toy field. 

June 1952 Market Week: Local retailers 
in the Eastern area will be circularized 
during May and June with direct mail cov- 
ering all data on the event. In addition, a 
complete list covering some 7,500 display 
directors and related personnel responsible 
for the purchase of display materials will 
be covered. 

Reservations from members for space at 
the event passed 85 on May 1. With new 
members whose applications may be ap- 
proved during the next 30 days plus the 
residue of unfilled requests from present 
members, the total number of exhibitors at 
the Hotel New Yorker may well reach 100 
or more. When this total is added to the 
number of display houses showing on their 
own premises for the event the Market 
Week is again approaching record propor- 
tions. 

[Continued on page 97] 
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BEAR Tuis 


in 
Mino ! 


“NATURALIKE" 
are the finest 
GRASS MATS 
ou can buy. Ask 
for "NATURALIKE" 
when ordering. 


Whatever your display may be—it will look better 
and “sell” better with “NATURALIKE” Grass Mats. 
Newly improved, with lines of stitching 1” apart— 
closely trimmed, and dyed a verdant green, these 
ultra high quality mats will enhance your every 
display. 


Your Spring Displays Need 
“NATURALIKE” GRASS MATS 


made in the following sizes: 3'x6', 3'x15', 3'x30', 
5'x6', 5'x10", 5'x15'. 

TUFF TURF SPRINKLINGS 
The new economical “fill-in” material for odd shaped 
spots difficult to fit with regular mats. Easy to reuse. 
Available in 3 lb. cartons. Grass green to match 








Fireproofed and 


Fireproofed and mildewproofed—made of the finest your “Naturalike” grass mats. 
vaffia—multistitched to a durable burlap base, and mildewproofed too. 


Order your "NATURALIKE" grass mats and TUFF TURF SPRINKLINGS from your display jobber now — today. 


MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 























Dress Up for Summer! 


Clean up sales with 
these colorful display ideas! 


a profit time — 
customers are in a buying mood. Set the scene for profits 
with Sherman's cool, colorful summer displays and back- 
grounds. You'll find they'll pay off! 


Summer's a buying time - when. your 


WILD ROSE 48 in. x 25 ft. Corrugated Face. Rose and 


COVERED BRIDGE PHOTO PANEL 30 in. x 40 in. Four ss ssanal he aincemalanierann wade: pened 
colors, P-774 sedovess soveme $2.05 each 5 


N ADI Market Week June 28 — July 2 
See Sherman's Fall and Christmas line 
at the New Yorker — Room 722 


Shewmun 


PAPER PRODUCTS CORPORATION }> 


NEWTON UPPER FALLS 64, MASS. 


CHICAGO NEW YORK LOS ANGELES 








84 





| MODERN Lucy SCREENS | 


Ideal for Any Display 


Functional, 3-section, modern screens, designed 
to give a beautiful, practical background 
They are sturdily constructed and are the low- 
est priced quality screens available 
Colors: White; choice of any color 10% extra 
OS-5M Screen: 5 ft. high; 54°° overall 

$25.50 


width 
OS-6M Screen: 6 ft 

$29.55 
$ 1.95 


high; 54°’ overall 


width 
WS-XO1 Shelf: Wire Detachable Shelves 
for use in screens. Each shelf is 5x8 


See Your Jobber or Contact 


we Harry ec et Ce 


TOP STYLISTS IN WIRE 
5219 Centre Avenue Pittsburgh 32, Pa. 

















Complete and 
Comprehensive course in 


WINDOW DISPLAY 


and INTERIOR DESIGN 
and DECORATION 


at the Whitman School 


Leads to interesting positions with good 
salary ranges. FREE Placement Bureau 
State Licensed — Request Catalog. 
CLASSES NOW FORMING 


170 RIVERSIDE DRIVE, at 89th St. 


New York City TRafalgar 3-1200 








WOOD 
Se 


Naubeltan 


— letter co. 


‘nucoarpoaate 


151 WEST 18th STREET, NEW YORK 11, 





N. Y. 
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SP LAY WOR tO 


ANS. Erhart, 
display of vard 


Zurich, for a 
used 


Jelmoli, 
goods 
figures with butterfly 
with portions of the 
The suspended 


large 
wings 
fabric 


feminine 
of wire outline, 
draped through the wings. 


roughly done of wood sections 
with all 
enabled the 


positions 


figures were 
together, joints emphasized. 


figures to be 


wired 
The wired joints 
posed m action 
. Coat hangers in all types and colors 
growing in popularity for display 
was Sidney 


York City, 


an ensemble 


seem to be 
props Latest to use them 
Ring, Saks-Fifth Avenue, New 
who employed them to suspend 
above a low table on which millinery was 
displayed 

Window growing 
entire window front at 
New York City, 


floor line 


boxes containing 


ivy cross the Gun- 


ther Jaeckel, 


above the 


extending 
window 

For a display of cotton fabrics, Walter 
Hazeltine, MecCreery’s, New York = City, 
framed all but the center portion of a 
window different patterns and 
colors In the 
mannequin 


with fabric 


small opening remaining 


he posed a holding a_ large 
umbrella whose covering consisted of panels 


of the patterns featured 


Peter A 
Australia, 
paint 
of the 


Peters, 
display for 


Taubn.an’s, St 
effective 


Hunt, 
created an 
covered the 
simulated 


when he lower section 


with a board 
artificial 


clusters 


window 
flowers ap- 
giant 
having a 


fence above which 
the flower 


still 


peared From 


blossoms rose higher, each 
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paint for its center. The back 
with three-dimensional 
portion. 


can of 
ground was in blue, 
clouds on the upper 
had 
paint 
regular 


Peter Hunt 
photographs of steps in 
these mounted at 

shadow-boxes 


Another 
blown-up 


display by 


manufacture, 


intervals in across the win- 
background. The shadow-boxes were 


outlined to resemble large paint brushes. 


dow 


. . . For an Easter window, J. A. Gar- 
barino, J. N. Adam & Co., Niagara Falls, 
posed a row of adult close to the 
backwall of the relatively 
with a row of children in 
The background seamless paper on 
which dancing rabbits were sketched 
a frame around the window sprays of Easter 
lilies protruded The floor 
with grass matting on which were 


women 
shallow window, 
front of them 
was of 
From 
was covered 
numerous 
Easter eggs 
sale, Fred T. Coleman, 
Poughkeepsie, N » o 


outside wall of a 


For a furniture 
Luckey, Platt & Co., 
showed a portion ot the 
broken a room setting 


home, to show 


within 


away 


Kieffer, The 
played up the 
dacron 
enormous ketchup 
section of the 


Kleinhans Com 
“Wash out in 
cravats by ex- 
bottle 
window, 


. Clement 
Buffalo, 
theme for 


pany, 
seconds” 
from 
with 
onto 


tending an 
the upper right 
large drops splattering from its neck 
the floor 

A mobile 


of wire, a sun, and 


footprints 
symbols of the 
was used by Robert EF 
May Company-Crenshaw, Ange 
prop in a display ot 


with fish, outline 
similar 
summer seashore 
Rough, Los 
les, as the principal 
beach wear 

fabric window was 


Schlipphacke, West 
Germany, by 


An unusual fine 
created by Hermann 
Kaufhof, 


material to 


deutsch Cologne, 


using the cover an enormous 


—An unusual aerial theme marked this display installed for Wise Shoe Company, New York 


City, by Decorative Displays, Maspeth, N. Y. Papier mache balloons in relief appeared here 


and there in the window among clouds of spun glass. 
"Out of this World" 
The window was so successful that Wise is using it throughout the chain— 


shoes, and the theme of 
background. 


Additional clouds carried pairs of 
was done in cut-out letters on a spun glass 
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handbag complete in every detail to snaps 
and carrying chain. Two mannequins wear 
ing similar material stood at one side of 
the bag, and pairs of feminine lips in out 
line were affixed to the background. 

A display of infants’ wear, also by 
Schlipphacke, had a huge baby’s bottle 
as the prop, part of one side raised to 
show ten babies inside 

Work clothes were shown by ¢ 
Howard, Clarkson Clothes, Ltd., Bolton, 
England, with shovels as the props. Chief 
display interest, however, consisted of the 
lower half of three men’s mannequins sus- 
pended at thé top of the window, legs 


wrapped around heavy ropes as if sliding | 


down from a construction job 


New Manual Released 
On Outdoor Advertising 

A new and unprecedented study of out 
door advertising which describes effective 
uses of the medium as well as the organi 
zation and functions of various segments 
of the outdoor advertising industry has been 
published by the Outdoor Advertising Steer- 
ing Committee of the Association of Na- 
tional Advertisers, Inc 

This 128-page manual, entitled “Essentials 
of Outdoor Advertising”, which was pre- 
pared in cooperation with the outdoor ad- 
vertising industry, contains between hard 
covers all the essential information on the 
medium. It is expected that this manual 
will serve as a basic and objective reference 


DISPLAY WORLD 


“SIGNPRESS® 


SHOW CARD AND POSTER MACHIN 


“a 


Featsx9) SPEED....SIMPLICITY 


LOW OPERATING COST----LONG LIFE 


MORE PROFIT 
TO YOU! 


The "SIGNPRESS" en- 
ables store managers to 
do a better job of mer- 
chandising. It provides 
a simple, convenient 
means for producing 
GOOD LOOKING Cards 
& Posters QUICKLY and 
at SMALL COST. 


MADE IN THREE SIZES . . 


Used for over eighteen years by leading national chains. 
Many have from 50 to 500 or more in use. 





. WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


ADRIAN, MICH. 


work for everyone interested in outdoor | 


advertising. 


In this connection, M. L. McElroy, ANA | 


vice-president, pointed out that ANA is 
the only organization representing the col 
lective interests of advertisers as buyers 
of space and time. “For this reason,” he 
said, “and because ANA does not take sides 
among media it seems pretty clear that a 
committee of ANA members is one of the 
very few auspices under which such a com 
pletely objective and non-promotional job 
could be carried out.” 

The need for a manual such as “Essentials 
of Outdoor Advertising” was recognized by 
the ANA Outdoor Advertising Steering 
Committee when this group was chair 
manned by Storrs Case, director of adver 
tising, Sun Oil Company. At a later stage 
the volunteer efforts of another ANA mem- 
ber, Tom Wilson of Esso Standard Oil, 
were enlisted to prepare the initial outline 
and to act as chairman of a sub-committee 
which took over direct responsibility for 
the preparation of the manual 

“The cooperation accorded this project,” 
said Wilson, “by the outdoor industry re- 


flects the understanding and interdependence | 


of the two groups advertisers as buyers 
and media as sellers of the means of com- 


munication between advertisers and their | 


pubtic.” 


The ANA Board has suggested that | 


other ANA Steering Committees in such 


fields as newspapers, radio and TV, display, | 


and magazines consider the advisability of 
issuing similar basic reference studies. 


Copies of the manual are available for | 


$2 each from ANA headquarters, 285 Madi- 
son avenue, New York City 17. 


| 
| 
| 


-—_ —_ 


BOX E-144 
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..» IMPORTANT ANNOUNCEMENT 


On your trip to NYC for the Market Week Show June 28th 
— make it a MUST to see the great new “Showmaster” line. 


It will pay you to visit our large display of garment racks 
and “'T" stands in all price ranges — Just a short distance 
from the Hotel New forker—at our showrooms between 
29th and 30th streets. 


‘Showmaster’” Line 


OF 


GARMENT RACKS and “T” STANDS 


If you cannot attend the show, your next best 
bet is to write us NOW for photos and prices! 


| Y ISPLAY Vine. °? comics seca” & 


Phone: LE 2-1 
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FLASHERS 


® Since 1900 


Force Attention, Increase Advertising Value 


REZR2ERS 
y ELECTRIC COMPANY 


Motorless 3055 RIVER ROAD RIVER GROVE, ILL. 
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DESPA Y Wee to 


Build Low-Cost Displays with Peg-Boar 


e 7 
Now New Low Prices on 


TUS BOARD: 
| Screg 











Look for This Trademark. 
It Identifies Genuine Peg- 
Board. 


PACKING: All sheets are packed 6 per carton with the exception of the 48” by 72 
18” x 96” 14” sheets which are packed 4 per carton. 


added to orders for less than full cartons. 


PRICES: 


SIZE 
24” x 


*Effective April 1, 1952 


*14” Peg Boar 


You can build attractive window and 
interior displays and displayer-backgrounds 
with low-cost Peg-Board sheets. 

Illustrated at left is one of a series of 
interior wall displays at an eastern shoe 
store. Sheets of 44 in. Peg-Board, 48 in. by 
72 in., were sprayed to contrast with the 
store’s interior and mounted on the walls. 
Economical Peg-Board shoe fixtures were 
used to display the selection of shoes. 

The result is a series of permanent dis- 
player-backgrounds on which any combina- 
tion of shoes. handbags or accessories can 
be displayed. Merchandise can be mounted 
on the “boards” in. any arrangement, any 
combination of items—and the displays can 
be changed quickly to meet the needs of 
the store. 

The cost of the Peg-Board sheets 
fixtures was exceptionally low, and 
these are permanent wall installations, they 
will continue to pay for themselves over 
and over again as long as they are used. 

Peg-Board. which can be used with any 
merchandise you sell, is simple and easy to 
use. No tools required. Nothing to go out 
of order or require replacement. 

Take advantage of the rew low prices on 
Peg-Board sheets. Order a supply today. 
For complete information on Peg-Board 
and Peg-Board fixtures, write for Broadside 
No. 21-D. 


and 
since 


PEG-BOARD Sheets 


UNFRAMED AND UNFINISHED 
44” Smooth 1%” Leather- 14” Smooth 

Two Sides** wood One Side*** 

36” $2.20 $2.60 $3.40 

18” 2.90 3.40 4.50 

4.40 5.20 6.80 

5.80 6.80 9.00 

4.40 5.20 6.80 

5.80 6.80 9.00 

x 8.80 10.2 13.60 

x 11.60 13.60 18.00 
Peg-Board has 3/16” holes on 1” straight centers 

1 


has 9/32” holes on 1” straight centers 





a9" 


and the 
4 packing charge of $2.00 will be 


All prices are F.O. B. St. Louis. Chicago, New York and Los Angeles Plants. 


Authorized Peg-Board Distributor 


—Garrison-Wagner Company 


2018 Washington Avenue 


St. Louis 3, Missouri 
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Indoor Advertising of America 


F W.L. STENSGAARD AND ASSOCIATES, INC 


346 N. JUSTINE ST., CHICAGO 7, ILL. 


DIVISION ( 





DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS EXHIBITS 


Let us bie on your next display job 
PHONE OR WRITE..NO OBLIGATION 


SHREDDED “FOAM FLAKES” 


A stuffing made of small shreds 

of all mo foam rubber for ! lb. bag 75c per lb. 

use in pillows, cushions, toys! 2 Jb, bag 70c per lb. 
| 50 Ib. bag 23c per lb. 


and many other uses. Idea! 
for floor covering 
ZACKS DISPLAY 
104 North High Street, Columbus, 








Ohio 








USE THE 


OPPORTUNITY 
EXCHANGE 








For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$4.00 Per Column Inch— CASH WITH ORDER 
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| Special Window Coating 
| Prevents Sun Fading 
“Infropake” for the 
fading 
marketed 
A companion preparation is 
reduction of heat and 
glare from sunlight. Both are products of 
Polalite Corporation, Whitestone, L.I., N.Y. 
\ liquid plastic, “Infropake” was discov- 
ered at the Aeromedical 
Wright Field, Dayton, in a project directed 
Marks. Object of the search 
preparation of which 
retinal pilots 


prevention of mer- 


chandise due to the sun's rays is 


now being extensively in the 
display field. 


available for the 


Laboratories at 


by Mortimer 


was some substance 


eliminate burns for 
and aerial gunners who were compelled to 
stare for long periods into the sun. “Intro- 
pake” was not discovered until the war was 


would 


over, but has now been adopted by the 


services for 
anti-fade 
from 


armed many uses 


The 
violet 


formula strains the ultra- 


rays sunlight. It is sprayed 
form directly to the inside surface 
\fter the initial 


washed in the 


in liquid 
of the 
ting period the glass may be 
normal manner. An application is guaran- 
teed for a year and is said to last indetin- 
itely if cared for properly 
“Intropake-Heat” was designed to reduce 


window glass set- 


from sunlight, with a mini- 
visibility through the 
transmitted through 


heat and glare 
mum reduction of 
glass and visible light 
the pane. It is applied by spraying, as 
described above 

litera- 


Complete details are available in 


ture which will be sent by the manufacturer 


on request 


“Display In Canada" 
Suspends Publication 
times a 
Ltd., 
Canada” has suspended publication. A por 
will be added 
same publisher 


Current Pub 
“Display in 


Issued six year by 


lications, Toronto, 


tion ot its normal contents 


to other magazines by the 


Gertrude Kelly Retires 
At L. S. Ayers 

The retirement to private life of Mrs 
Gertrude Kelly, display for L. S 
Avres & Co., 
Her 


announced by the 


director 
h made 


been 


Indianapolis, has been 


known successor has not. vet 


store 


Al Parke Is Speaker 
At Detroit Meeting 

Members of the Display Club 
attended a buffet May 8 through 
the courtesy of Display Creations and L. A 
The held 
showrooms of the The 
was Al Parke, promo- 
Darling 


Detroit 
supper on 
Darling meeting 


Company Was 


in the new former 


speaker sales 


guest 


tion manager ot 


Allied Display Takes Over 
H. H. Gould Quarters 

\llied Display Materials, Inc., 65 Madison 
avenue, New York City, has purchased the 
equipment of H. H and has 
Gould 


Gould, Ince., 


also leased the space occupied by 
at 260 Ninth avenue 


H. H 
field 


Gould is retiring from the display 


because of ill health 
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For more effective, custom tailored displays - 


aaer| perfo-board 


The Quality Perforated Hardboard NOW AVAILABLE! 


GENUINE TEMPERED WIRE MERCHANDISE DISPLAY FIXTURES 
DUOLUX MASONITE for Use with PERFO-BOARD! 


ATTRACTIVE! VERSATILE! FUNCTIONAL! 


Write for Catalog. 


@ A time-saving, money saving background to display most any type , 
merchandise effectively. Allows for quick and easy changes without Special ... WHILE STOCKS LAST! 
i . i ion —| ifetime! ani : , - 
special took. No disfiguration — lasts @ Motime Limited quantity of 36" x 48" Perforated Hardboard 
SPECIFICATIONS of U. S. Gypsum DURON, comparable in every way 
@ Material — Tempered Masonite, Smooth 2 sides to PERFO-BOARD except for size of panel. While 
@ Size — 48"' x 96". Thickness of Board — Vs" stocks last — any quantity .. . 
@ Hole Spacings — 2"' or I'' on center 


@ Diameter of Holes — 3/16" $3.95 per panel 
| 60 PER PANEL — 48" x 96". Packed 6 per Carton. Immediate Delivery on all Boards f.o.b. Chicago 





Note: On orders of less than 6 panels, add $2. Jobbers' Inquiries Invited 


LADON COMPANY CHICAGO 5. ILLINOIS 














LOAFER SOX, T-V LOUNGERS... 


- 
A FAST MOVING ITEM IF 


YOUR CUSTOMERS CAN 


——SEE THEMI——_ 





Ra Use GENUINE airy 
~ Oe 2, LOAFER FORMS 


FOR BEST DISPLAY 


’ Py 
Fairy LOAFER FORMS _.) _ RESULTS 


Made by Shoe Form Co. Inc., Auburn, N. Y., pioneers in 

the plastic form field. Plastic forms made right, made for 

the merchandiser. Our new flesh color plastic material gives 

you the qualities you want and need in a display form... 

tough, light, attractive, shaped properly . . . easy-to-clean, 

easy-to-handle . . . all at the right price. Loafer Forms 
are sold in pairs only. 


USE CONVENIENT COUPON ad 


Foreign Inquiries — Please supply specific information : —-, 
regarding your type of business. a City Zone. State D3 . 





Sean aaasan an Se ecensessessesseeressressrresezeqqng 


SHOE FORM CO. INC., Auburn, N. Y. 
in Canada; UNITED LAST CO., LTD., Montreal 


Please send catalog on: 
] Loafer Forms [] Hosiery Forms [] Shoe Forms 


n 
3 


| 


seaeeeneeaas, 
Se eee eee eae 


| 
| 


~ Signed—__ . eee 

















88 DUS PAY Were Oo 





ELASTIC PETAL TOP WIGS 


(TRADEMARK) 


Poodle -Cut 
Bustle Hair-Do 
All Latest 
Coiffures 


All Petal Top wigs are designed 
with rubber or buckram founda- 
tion and adjustable steel band to 
insure permanent fit. Guaranteed 
workmanship, backed by years of 
experience. Efficient service. Send 
for descriptive circular, 

Jobbers: Several good territories 

still open. Write for details. 


NU-SHOW DISPLAYS, INC. 


97 SIXTH AVE. BARCLAY 7-8974 NEW YORK CITY 13 








MODULE-MASTERS 
F 


° 
Space... Time...Design 


DECA-POLE 
DECA-MODUAIRS 
SELF-PAC EXHIBITS 


Plans and designs for merchandise promotions, sales meetings, 
exhibits, point-of-sale pieces, processed, lithographed, custom- 


built units. 
Created and distributed by 


ADVERTISERS DISPLAYS & EXHIBITS 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 











| USE THE 
STUDY \ OPPORTUNITY 
WINDOW DISPLAY EXCHANGE 


AT HOME 


Easy Home Study course showing For any WANT AD purpose: 
how to do every phase of window 
display work. Merchants, display POSITION WANTED POSITION VACANT 
men, women and beginners will 
find this course the fnest of its 
kind. School founded in 1905. REPRESENTATIVES WANTED 
1 : t — 
eS ee USED DISPLAY EQUIPMENT FOR SALE 
Write for literature. e 


THE KOESTER SCHOOL $4.00 Per Column Inch—CASH WITH ORDER 


3710-12 N.Cicero Ave., Chicago 41, Ill. 
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| Reminiscing 


MAY, 1927 

The Chicago Display Mens Club gave 

a dance at the new Hotel Stevens. In 
| charge of the arrangements were William 

McCormick, Sol Fisher, Oscar Lee, W. L. 
| Stensgaard, G. G. Alterman, and E. A. 
| Longenbaugh. 

William H. Sanford, Sanford Display 
Service, was elected president of the San 
Francisco Association of Display Men. 
H. D. Nickel, The White House, was named 
vice-president, R.  L Treece, Marks 
Brothers, secretary, and S. E. Olson, 
Goldberg-Bowen Company, treasurer. 

A demonstration of good display lighting 

| was witnesed by members of the Birming- 
ham Display Club. 

I. E. Ogg, president of the Sharon, Pa., 
Association of Display Men was guest 

| speaker at a dinner session of Youngstown, 
} Ohio displaymen. 


MAY, 1942 


Stores in metropolitan centers of Aus- 
| tralia were given orders to wall up, board 
| up, or shatter-proof all display windows 
| in anticipation of bombing raids. 

Jack A. Hybarger, Leonard's, Fort Worth, 
was named first prize winner in the annual 
Baseball Week display contest. Harry 
Schoenlaub, Brendamour’s, Cincinnati, and 
Ralph Mims, Allen & Jemison Company, 

| Tuscaloosa, Ala. placed second and third, 
respectively. 

Normal Miles became display manager 
for Flint & Kent, Buffalo, replacing James 
Patton, resigned. 

Robert Bleecker, formerly sales manager 

| of Bonafide Display & Decorating Company, 
New York City, was inducted into the 
} army. 

Al J. Dandeneau was made display mana- 
ger of the Boston Store, Providence, suc- 
ceeding Phillip P. Dorsey. He had formerly 

| been first assistant. 

Tom Lee, display director of Bonwit 
Teller, New York City, was commissioned 
a first lieutenant in the Camouflage Section 
of the Air Corps. His duties at the store 
were taken over by Edward H. Ballenger, 
his assistant 

Jim Buckley, Saks-Fifth Avenue, Detroit, 
joined the U. S. District Engineers, War 
Department, specializing in camouflage 
work. Franklin S. Benson took over display 
at Saks 

One of the most drastic black-out orders 
issued covered the Boston area, providing 
that all upper windows must be dimmed 
and that not more than a 25-watt bulb 
could be used in a display window at 
night 

William T. Reid resigned as display 
manager of N. Snellenberg & Co., Phila- 
delphia. Eric Wucherer, for the past three 
years Reid’s assistant, took charge of the 
department 
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Resistol Makes Use 


OF hte Bio” NEW! RAISED SHINGLES ®t 


Every national advertiser is constantly 
looking for a display idea that is effective 
and at the same time inexpensive. Resistol 
Hats, Inc., of Garland, Texas, believes the 
company has found the answer in_ its 
“Minute Displayer” to be placed on Re- 
sistol dealers’ hat counters. 

The display, originated by Robert J 
Roth, Jr., advertising and sales promotion 
manager, is printed on a flat double cover 
stock paper, 19 by 24 inches. The die-cut 
elements of the display separate from the 
sheet somewhat in the manner of children’s 
paper toys, and the display can be assem- 
bled in less than one minute. Resistol 
sales representatives will personally set up 
the displays. The company has copyrighted 
the unit 


Refinishing Firm 
Adds Fixture Line 
The Griffith Wilson Studio, mannequin 
refinishing firm located in Miami, has 
opened a display department specializing 
in metal racks and fixtures. The studio 
is operated by Griffith Wilson and his 
wife, Mrs. Elfride F. Wilson, and was 
established in 1946. It is located at 11066 | | THirD DIMENSIONAL design on a richly grooved grain paper with a shadow outline in dark grey on all colors 
Biscayne boulevard. Available at your local 6 FALL DISPLAY COLORS: $ 95 50 in. wide 
jobber or write direct to RUST @ WHITE @ TAN per rol! by 24 #. 
ear ‘Display Center of America’’ GOLD @ GREY @ WINE 
Gerdes Keeves Rich's NEW YORK: 130 West 46th Street 
' ¢ es 
For Ivey's, Charlotte (| fw ‘ ‘A CHICAGO: 115 So. Wabash (Wurlitzer Bldg.) 
M. T. Gordon has resigned as_ interior ST. LOUIS: Century Building, 313 No. 9th St. 
display manager at Rich's, Inc., Atlanta, | FABRICS — PAPERS — ACCESSORIES LOS ANGELES: 1113 So. Los Anaeles Street 
in order to head display for J. B. Ivey 
& Co., Charlotte, N. C. His duties at | 
Rich's will be assumed by others of the | 














staff. At Ivey's, Gordon replaces Russell 
A. Nevitt, now display and advertising | 
manager of Haltiwanger’s, Columbia, S. C. | 


Cole To Announce 
New Merchandiser 

The James A. Cole Company will an- 
nounce “a sensational, patented display mer- 
chandiser to be shown at our showrooms 
during Display Market Week,” according 
to a spokesman for the firm. Cole is 
located at 235 Fourth avenue, New York 
City 3. Formal announcement of the new 
item will be made in the June issue of 


DISPLAY WORLD ‘congratulations’ 


Craftint Appoints Turner = ~ 
Westen Mepeocadtatien on your new stu d 10 


The Craftint Mfg. Company, Cleveland, | d | - 
; ( Mig. Company, C yeau monde manikins 
announces the appointment of Wilson G. 
Turne ici direct factory _ representative | We are so pleased with the excellent showing 
for Craftint's = of penis 3 and | and merchandising ability of our New 
drawing supp ies in t e even este rm Bisa Manis Stadia: Mickbins . / 
states, according to Nelson R. Combs, Mr. EMIL NEWDOLD 
general sales manager. His headquarters The quality of Korrect-Way display equip- Display Disestor 
will be in Los Angeles. ment, with which you have supplied us through 

the rast several years is tase RAU STORE 

eimai I ’ : or CHICAGO HEIGHTS, ILL. 


Larger Quarters 
For Boston Firm Call or write for complete Studio Beau Monde Manikin brochure 


Expansion of the firm's display division is 


made known by the Boston Button & | 
Display Company in connection with re- | ° 


moval to larger quarters at 109 Lincoln | 3 15 W. Q UIN C Y C H | C A res O ILLIN O S 


street. | 
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GROWING BIGGER EACH YEAR! 


You'll want to participate in the 


THIRD ANNUAL 
DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


The success of the 1951 contest is best indicated by the 3,262 
entries which were received from all over the world. We are 
confident that the recognition of the world's finest display skill 
afforded by this contest will have a definite influence in obtaining 
more attention to the importance of display in retail merchandising. 
This Third International Display Contest — with 309 awards — 
will continue to prove an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of 
meritorious work will benefit the entire profession, and we view it 
as one of our obligations to the field we serve. All displaymen are 
invited to participate. There are no restrictions. 

Top awards will be beautiful gold, silver and bronze plaques, and 
there will be gold, silver and bronze medals presented in each of 93 
classifications covering every type of merchandise. In addition, a 
gold medal will be awarded each month for the best display entered 
in the contest during that month. Thus there will be a total of 
309 awards. 

Every displayman, no matter where, is invited to participate in this 
contest. There are no strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. Read the rules care- 
fully and get your entries started today ... and keep them coming. 
The more entries submitted, the better your chances for interna- 
tional recognition. 


CLASSIFICATIONS 


. Women's and Misses eve- 35. Yard goods. 68. Florist display 
ning wear. 36. Notions. 69. Photographic equipment. 

. Women's dresses. 37. Linens, bedding. 70. Optical goods. 

. Women's sportswear. 38. Furniture. 71. Exhibit booth. 

Women's coats, suits 39. House furnishings. 72. Exhibit display. 

. Furs. 40. Paints. 73. Institutional display. 
Bridal display 41. China, glassware. 74. Civic display. 

Lingerie. 42. Silverware. 75. Christmas interior. 

. Millinery. 43. Toys. 76. Christmas facade and 
Women's footwear 44. Luggage. marquee. — a 
Women's hosiery. 45. Sporting Goods 77. Christmas window display. 
Handbags, umbrellas 46. Musical instruments 78. Floats. 

Women's loves E 47. Radios, television sets. 79. Showcards, pen-lettered. 

A g J 48. Gift novelties. 80. Showcards, machine-lettered 
Jewelry. ‘ 49. Books 81. Showcards, hand-lettered 
Women's handkerchiefs. 50. Stationery. 82. Banks and other service 
Corsets, surgical garments. 51. Greeting cards. institution display. 
Women's bathing suits 52. Drugs 83. Travel display 
Cosmetics, perfumes, etc. 53. Tobacco, smoking 84. Animated display, interior 
Children's appa equipment. £5. Animated display, window 
Children's footwear 54. Groceries. 86. Anniversary display. 
Children's hosiery. 55. Candy. 87. Valentine Day display. 

. Infant's wear. 56. Liquor, other bottled goods. 88. Easter display. 

- Men's clothing. 57. Refrigerators. 89, Mother's day display 

. Men's shirts. 58. Ranges 90. Cotton Week display. 

. Men's neckwear 59. Laundry equipment. 91. Father's Day display. 

. Men's hats. 60. Lamps. 92. Independence Day display 

. Men's shoes. 61. Electric and gas appliances 93. Thanksgiving Day display 

. Men's socks 62. Vacuum cleaners. 94. Style show setting. 

. Men's underwear. 63. Kitchen equipment. 95. Interior ‘'shops"’, such as 
Men's swim suits 64. Garden tools and “Town & Country", ‘'Bud- 

. Men's sportswear. equipment. get’, etc. 


. Men's toiletries 65. Hardware. 96. National advertiser's display. 


- Men's robes. 66. Automobile showrooms. 97. National advertiser's display 
; Men's evening wear. 67. Automobile accessories unit. 
. Men's gloves. and equipment. 98. Miscellaneous. 


Mail Your Entries to Contest Editor 


Any displayman in the world may enter this contest. It is 
not necessary to be a subscriber to DISPLAY WORLD. 

All entries must be of displays installed during the year 
1952. 


Entry is by means of one or more unmounted black-and- 
white glossy photographs, preferably 8 x 10 inches in size. 
As many entries may be made as desired. No entries will 
be returned. 

Each photograph must be clearly marked on the back with 
the name of the entrant, store, city, and contest classifi- 
cation. Example: “John Jones, Dexter & Sons, Kansas 
City, Mo. Classification No. 74”. 





. All entries become the property of DISPLAY WORLD. 


All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

Entries may be submitted at any time. All entries re- 
ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the Month”. 
The contest ends December 15th, 1952. 

The entry judged best in its classification will receive 3 
pnts and a gold medal; second best, 2 points and a 
silver medal; third best, 1 point and a bronze medal. The 
entrant who receives the greatest total number of points 
will be awarded a gold plaque, suitably engraved; the 
one receiving the second greatest total number of points 
wili receive a silver plaque; the third greatest total num- 
ber of points will be awarded a bronze plaque. 

Each photograph entered will be eligible for only one 
classification. 

Judging for the annual awards will be done by an out- 
standing board of well-known display authorities. Their 
decisions will be final. 

Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of DIS 
PLAY WORLD. Their decisions will be final. 

In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, ciNcINNatTI, oHIO 
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The Business Outlook 
In The Retail Field 
DISPLAY WORLD recommends _ the 


careful reading of the following report on 
business conditions and prospects in the 
retail field While display is not dealt 
with specifically, the factors discussed have 
such a direct influence on display that those 
in this field should be thoroughly familiar 
with them 

Speaking to the merchants of Los Angeles, 
where they are visiting on a cross-country 
tour to study retail conditions, George 
Hansen, president of the National Retail 
Dry Goods Association, and J. Gordon 
Dakins, the association’s general manager, 
revealed the results of an NRDGA survey 
undertaken at their direction to determine 
the opinions of leading retailers regarding 
the business outlook for the nation’s retail 
stores. 

The survey reflects the thinking of more 
than 60 outstanding merchants from 55 
different cities and 34 states according to 
the NRDGA officials who gave the results 
to questions included on the Easter season, 
sales and profit prospects, price trends and 
the effect of price control, customer buying 
power, the availability of merchandise, re- 
tail advertising costs, expenses, the labor 
situation, self-service, national brands, fair 
trade laws, branch stores and night open 
ings, the effect of FTC rules on cosmeti 
sales and Regulation W 

With reference to the past Easter season, 
60 percent of the reporting stores indicated 


sales gains approximating 10 percent over | 


Faster, 1951. Twenty-five percent said this 
year’s Easter sales were equal to those of 
a year ago, and only 15 percent reported 
that their Easter selling season was disap 
pointing and below last year’s figures 

On the subject of profits achieved from 
Easter sales this year, the picture is not so 
encouraging, with 58 percent of the mer 
chants reporting their profits below 1951 
levels. Only 22 percent of the reporting 
stores reported increases, and 20 percent 
said their profits were on a par with Easter, 
1951. As of Easter, 80 percent of the mer 
chants contributing to the survey said their 
inventory position had improved from that 
of 1951 with the most common reduction 
reported at 20 percent Thirteen percent 
said their inventories were still too high 

On the subject of Easter sales, a typical 
comment was that of a merchant from 
St. Paul who said, “Inventories are get 
erally in line with sales prospects and i 
reasonably current condition and age. Mer 
chants are all trying to buy close to the 
vest in order to effect the best possibl 
turnover.” 

The NRDGA survey included a question 
on the sales and profit prospects for both 
the immediate future and the year 1952 
as a whole. For the immediate future, 
replies reveal that 55 percent of the mer 
chants believe sales will be higher than 
last year 35 percent feel that they will 
just match last year’s figures and 10 per 
cent predict lower volumes than in 1951 

For the year 1952 as a whole, 49 percent 
of the reporting merchants are of the opin 
ion that dollar volume will be over 1951 
levels, several anticipating increases as high 


DISPLAY. WORLD 


This beautiful selected whited oak unit will display 
Hats, Shirts, Ties, Socks, Jewelry, Slacks, etc., when 
used with any of the accessories shown. A glass shelf 
can be inserted in the slots. Over-all size: approxi- 
mately 15%2’’ diameter, 30’ high. Tops extra. Write 
for prices. 

FT-59 F.0.B. Philadelphia (Unit only) $15.00 


Sold only through your 


“arrow ® 
# ———— 
FIXTURE DISTRIBUTOR 


Or inquire ARROW DISPLAY ASSOCIATES 
PHILADELPHIA 40, PENNSYLVANIA 





NEW... LARGER! 


Portable Electric 


GARMENT STEAMER 


STEAM VOLUME YOU 
NEED — 


From Display Window to 
Receiving Dept. 


CUT LABOR COSTS 50% 


qe Mode! 1400 Shown On Left 
complete . . . $117.50 





SEE OUR 
DEMONSTRATION 
during Chicago June 
Market Week at the 
Fixture Mart, 314 West 

Jackson Blvd. 











WRITE TODAY for information 
Pa on our complete line. 
a 

MODERN PRODUCTS MFG. 
COMPANY 


410 N. PATERSON STREET 
MADISON, WISCONSIN 
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STYROFOAM 


PANELS 
ALL SIZES 
Up to 20" wide 


All Thicknesses 
from '"' to 15" 


CHRISTMAS 
@ Snowmen 
@ Reindeer 
@ Snoflakes 


DISPLAYS 


@ Canes 
@ Sno-Balls 
All Sizes 


Display Dealers’ Catalogue 
Now Ready! 


@ 
a 


i PRODUCTS 
| 6415 N. CALIFORNIA AVE., CHICAGO 45, ILL. 


SHELLS—KUT GRASS 


Wood Flakes — Chips — Fish Nets 
— Glo Glass Blocks — Marbles — 
Charcoal — Metal Tables — Star 
Fish — Sea Plumes — Yucca — 
Bamboo Poles — Crystal Rock 








They are first choice by leading stores 
coast. Ask your jobber 


you our KEW BEE KUT line. 


If necessary, write direct 


from coast to 


to show 





PR oem ee eweweneeeweeeeceees ee waweeeccee 


National Sawdust Co., Inc. (Display Div.) 
65 N. 6th St., Brooklyn 11, N. Y. 


Please FREE 





send me new catalogue 
Name 

Address 

City & State 


Attention of 





USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

ean taal WANTED 


$4.00 Per Column Inch— CASH WITH ORDER 











DESP LAY AO 


as 10 


the reporting 


contrast, 23 percent ot 
believe that will 
with 


percent. In 
stores sales 
1951, 
much as 

Phe outlook for 
future is not 
the NRDGA, 
cent of the 
profits 


drop below some expecting a 


> percent 
the 


decline of as 
profits in immediate 
according to 
that 50 pet 
that 
who 


considered good 


which indicates 


stores believe 


participating 
down against 32 percent 


they 


will be 


replied that anticipate higher 


the 
percent 


profits 


than those achieved for same period 
think retail 
profits during the months immediately ahead 
1951 For the 


percent of stores 


last vear Eighteen 
just match figures 
whole 41 the 


that depressed mark-ons will be 


will yeal 


asa belic ve 
responsible 
with 
several expecting a decline of as much as 10 
think that 
should be as good as 
look for better 


for lower profits than in the year 1951, 


percent However, 38 percent 


the profit picture 
and 21 


1952 


last year, percent 
profits in than in 1951 
\ typical comment is that of a Charleston 
South “Prices 
units 
near 


who stated, 
sell 
profit in the 


Carolina retailer 


are down and we have to 


We see no 


future, 


more 
increase In 
alter 
had in transportation costs, advert 
\long this, 


squeeze on Tew 


especially such increases as 
we have 
tising rates and payroll with 
controls 
not 
profit-wise.” 
but 


contributing to the 


the price quite a 


items does make the future look very 


bright 
With 


chants 


the 
survey 


one exception all of mer- 
concur 
that the price structure is soft and the price 
trend unanimous in 
the opinion that price controls have had no 
effect on retail reflect 


Rather they 


downward. They are 


prices which solely 
the law of supply and demand 
an unjusti- 
preventing the 
reduced retail 

percent. In 


regard controls upon prices as 


fable nuisance, which, by 


averaging of markups has 


margins by as much as 1 
this connection a merchant from Burlington, 
“Prices are 
and 
controls 


lowa, softening as a re 
sult of 
trol. If 


not 


saVs, 


supply demand, not price 


lifted now we 
single retail 


con 


price were 


would expect to have a 
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store.” 
the 
survey 


kind in 


disagreement 


price increase of any our 
There is no 
taking part in the 
that the buying power of 


level. 


among 
NRDGA 


\merica’s custom- 


stores 


ers is at a high Agreement is also 
that 
and 
habits, 
the last 
percent ot 
that 
power and 15 percent feel it is even greater 
that of 1951. Only 10 think 
it has depreciated, and this 
belief attribute it to 
\ reflection of the 
dicated in the 
“The 


larger than last year and his spending habit 


become 
their pur 
carefully 


general customers have more 


cautious more selective in 


chasing spending more 


than it few years. In this connec 


the 
customers 


1 
tion 75 contributing stores 


believe have ample buying 


than percent 
those stating 
local conditions 

sentiment is in 
Miami merchant 


customer's buying 


above 
report of a 
who says, power 1s 
restricted family 


takes 


is to buy according to 


heavier than 
during 1951.” 

In reply to a query on the availability of 
attractive 
the retail 
port 


budgets caused by tax 


re alize d 
and buys, 


merchandise off-price 


merchants without exception re 
of desirable merchandise 
and 65 said that 


little diffi 


an abundance 


in all categories, percent 


off-price buys can be made with 


culty 
On this subject a Pittsburgh retailer said, 
“There are 


no shortages now and there are 


no shortages in prospect in classifica 


merchandise.” 


any 
tion ot 

\ general trend to reduce waste in adver 
tising is evident in the replies to the study 
All the reporting that adver- 
costs are up. Replying to a question 
expenditures, 41 


stores reveal 
tising 
on expected advertising 
percent said they planned to increase adver 
1952; 24 


amount 


tising budgets in percent intend 


to spend the same as last year and 
from their 


noteworthy 


20 percent indicate a reduction 
1951 outlays. It is 
that a number of the reporting stores reveal 
they found it 
advertising expenditures to dollars, and are 
buying only 


advertising 


have necessary to convert 


as much newspaper lineage as 


their dollars will permit, rather than ad 


—Bert Levi, display director for the Casa Tonsa chain of 28 shoe stores in Argentina, with 
headquarters in Buenos Aires, makes frequent use of humor in his windows, as evidenced here— 
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hering to their prior practice of buying 
newspaper space in inches 

Commenting on advertising expenditure 
a Harrisburg, Pa., retailer remarked, “We 
believe the best retail advertising policy is 
to concentrate on an interesting story ot! 
merchandise, and that the cost of adver 
tising will continue to increase, necessitat 
ing greater efficiency in production to offset 
the possible decrease in space ‘5 

With but three exceptions the stores tak 
ing part in the NRDGA report indicated a 
strong conviction that expenses generally, 
including payroll costs, are climbing higher 
than their 1951 levels 

\ typical comment on the expense subject 
was that received from an Akron merchant 
who stated, "The expense load is rising 
payrolls are on the up trend, and a down 
trend in sales of more than minor propor 
tions can put many stores in the red.” 

The NRDGA survey indicates that gen 
eral employment conditions are favorable 
in most areas. Only 14 percent of the re 
plying stores said that general employment 
was lower than last year, and they blamed 
local conditions. On the subject of favor 
able retail manpower, 59 percent said that 
it was scarce in their localities, and 41 pet 
cent of those reporting an ample supply 
said it was not of the best quality 

\ New York merchant had this to 
on the above subjects, “One point that 
generally overlooked is that a large pet 
centage of the employees are younger peo 
ple who live at home, or are married women 
whose wages supplement those of thei 
husbands. In spite of the fact that payroll 
rates in stores are generally considered 
high by normal standards, we still are not 
able to compete with rates offered in outside 
industries and the procurement 
manpower of the better caliber 
ficult.” 

The trend towards self-service is evident 
in the replies to the NRDGA questionnaire 
which indicat that 77 percent of stores 
reporting believe that it is of inereasing 
importance to the independent store. Fifty 
eight percent of the merchants report 
that they presently have self-service in thei 
own stores in one form or another, and only 
23 percent feel it is unsuitable for depart 
ment and specialty stores 

Writing on the topic of self-service a 
Waterbury, Conn., retailer remarks, “There 
is much confusion as to what self 
really is. It is not necessarily a. supet 
market layout or a turnstile set-up. Self 
selection is any device or arrangement that 
puts as much merchandise as possible at 
the point-of-sale, properly signed, easy for 
the customer to read the selling points and 
easy for the salesperson to keep filled in. 

While 62 percent of the stores taking part 
in the survey indicate that they feature and 
promote national brands, feeling on the 
subject of Fair Trade laws is mixed, with 
43 percent favoring reenactment of these 
laws and 57 percent being opposed. 

With reference to national brands and 
Fair Trade legislation an Asheville mer- 
chant says, “As we come out of OPS con 
trols and get into a free market, national 
brands will once more come into their own, 
for a lot of so-called brands will not sur 
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MULTIPLY 
your Saéee with 


NEW ACTION 
CHILDREN’S ~~ 
MANIKINS 6)? 


Three of a series of twenty- 
seven individualized action 
children designed to sell 
MORE clothes. Manly Boys 
ages 4, 6, 8, 10, 12. Viva- 
cious Girls of the same 
ages. Boys have permanent 
moulded hair. Girls have 
removable hair wigs. All 
hand painted features 


illustrated 
No. F5605 - 6 yr. Boy $5500 


No. F4405 - 4 yr. Girl ‘79° 
No. F5405 - 4 yr. Boy 559° 


F. 0. B. St. Louis, Mo. 


Call or write us today for 
information and prices on our 


complete line of children’s No. F5405 — 4 yr. 


manikins 


No. F5605 — 6 yr. No. F4405 — 4 yr. 


MELVIN S.ROOS & CO. 


181 PRYOR ST. S.W. * ATLANTA, GEORGIA 








_Cut-our Alphabet Letters 


THREE SIZES: 
8inch 


Sinch 
3 inch 





THE UPSON COMPANY, 8205 Upson Point, Lockport, N. Y. 
Please send me details on Upson Cut-Out Letter Alphabets 


Name 
Street 


City 








PICTURES BASE-METAL, PUFFING FOIL 
FOR ALL DECORATIVE PURPOSES AND FOIL PAPERS 


Suitable for framing, labels, plaques, *t., 50 Ft. and 100 Ft. rolls. Also in Reams 
tip ons for Se te and advertising. for immediate delivery 


Sizes Up to 22" x 28" 
JOSEPH HOOVER & SONS CO. | 4, 3.0, 04 ONLHORST 


1270 Broadway New York City | 
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| vive and those that do will have business 

j SWI NG | gravitating to them. Fair Trade laws may 
| be important to some people but I am a free 

SALES | trader and would be quite willing to live 


without them at all. They have, in effect, 
Y Oo U R W AY the same result as OPS in that they 
eliminate your flexibility, and the brands 
With Crowd Stopping can do their own policing by refusing to 
WINDOW DISPLAYS sell those people who do not want to oper- 

, ate on fair standards. 
by using Of the stores taking part in the survey 


RCS PHOTOMURAL 16 percent now have branch stores and 6 
BACKGROUNDS percent reveal plans to open a branch. 


The NRDGA survey also reflects the re- 
and tail trend towards night openings with 


RCS GIANT PHOTO 74 percent of the me rchants replying their 
CUT-OUTS | stores are now open one night a week and 


13 percent indicating a practice of two 
weekly night openings An additional 13 
percent have no night openings at all. 


THE PHOTOMURAL In connection with branch stores and 


| night openings a New Jersey merchant says, 
CENTER OF AMERICA “We are firmly convinced that our present 
policy of developing branch stores as quick- 


R cs STUDIOS | ly as possible is one of the solutions to the 


(Div. of Rapid Copy Service, Inc.) | heavy expense load which the central de- 
partment store is forced to carry. It is our 


123 NORTH WACKER DRIVE | jelicf that at least one additional night 
STATE 2-5977, CHICAGO 6, ILL. | opening for the convenience of our cus- 
tomers is a sound policy if combined with 
noon openings on night opening days.” 
The NRDGA questionnaire included a 
query on the effect of FTC rules on cos- 
SN —_ WHITE AND 15 DREAMY COLORS metic sales, and that of Regulation W on 
| installment selling. In connection with the 
(Plastic) sale of cosmetics, 58 percent of the report- 
Super light Fluffy Attractive—Economical ing merchants say that the rules have had 
: ae : ; no effect in their stores and 11 percent are 
For Windows and Show Cases convinced that the rules have actually 
Can be Walked On! helped cosmetic sales. However, 31 per- 
cent of the reporting retailers contend that 
By the makers of Colored Sands, Crystals, Mica Flakes. Cork, Ete. the rules have created chaos and confu- 
| sion. 
Samples on Request Contact your jobber or order direct | With reference to Regulation W, it is 
| interesting to note that 74 percent of 
MALROS COMPANY the reporting stores believe the regulation 
has not affected their sales one way or an- 
Box 289 "The House of Color" Dover, N. J. other. Only 26 percent feel that Regula- 
tion W has affected sales adversely, and 
11 percent recommend that it be eliminated. 
Commenting on the FTC cosmetics ruling 
o " me a New York merchant stated, “It is too 
GAGE TO SCNGOL Siri Une, ee. THE NEW “TURNA ” early to tell the effects of the FTC cos- 
Fall Oak Leaf Sprays A Battery-Moved Display Turntable ee eee 
war efi Senge a No Wiring, No Winding, No Fire Hazards lines. At best the stores will suffer profit- 


The "TURNA" runs on two ordinary Flashlight wise.” 
i THE MULDNER COmPeny, ine. N.Y Batteries day and night, uninterrupted, for 5 to 8 ned ‘ : . ; : 
397 Bridge Street rooklyn 1, . WEEKS, with a well-centered load of 6.5 Ibs. 7" With reference to Regulation W a Lansing 
diameter Entirely Metal made. | merchant says, “Regulation W = affects our 


Color: GOLD == Soot store only in a minor way since our regu- 
i i wante ° 

PRICE CARD HOLDERS Quantity discounts = lar installment terms are generally as strict 
Cash Alarm Tills, Cone Twine as the regulatior We ‘lieve we 

eon iehe Wer bean. \ Hertvy Co., Inc. ’ r egulation e believe, _howe ver, 

les, Window Trimmer's Teel. \ \ pees, Masao ge that it does have a considerable effect upon 


Rego-Park, New York, N.Y the merchant who likes to sell terms rather 
Tel.: ILlinois 7-8094 than merchandise.” 


Write, wire or phone Dept. JD | 
































Write for Illustrated Price List ‘ ee 
Rudolf Orthwine Corp. | e 

418 W. 33rd St. New Yoru} / Newdold Written Up 
USE THE | In Local Paper 


OPPORTUNITY EXCHANGE | Considerable space in a recent issue of 


the Chicago Heights Star was devoted to 
TROPICAL FOLIAGE For any WANT AD purpose: | the work of Emil Newdold, display man- 
NEW MATERIALS — NEW IDEAS POSITION WANTED POSITION VACANT | | ager of The Rau Store of that city. The 
Jungle Bowls. Palm Sculpture. Display Exotics USED DISPLAY EQUIPMENT FOR SALE | | operation of his department was reported 
3 to 7 ft. Request Catalogue REPRESENTATIVES WANTED in detail, and two photographs of his staff 


the SCAVENGER, Boynton Beach, Florida $4.00 Per Column Inch—CASH WITH ORDER | | 2 a were included. Newdold has been 
with Rau since 1944 
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EAA OOUT A Ch 8 ee Tete ee | 

Delamater Introduces if 

"Sav-A-Sock" Displayer 
A new displayer for men’s socks has been 
developed by John Delamater & Associates, 
821 Market street, San Francisco. It is 
made of clear plastic and designed to give 
an added dramatic effect in both windows 
and interiors to an item too often “played | 
down.” 


ANSPECT B 
our iiveries 
ulkton 


¢» \ SEAMLESS 


107 in. Wide 


Don't Accept a 
Substitute 


ee Quality line ‘ FOR YOUR 


PROTECTION 


NOW AVAILABLE each carton of 


z Bulkton Seamless 
in is sealed with 


35 Fashion-Rite COLORS BULKTON TAPE 


including 5 New Shades 


The new displayer is called “Sav-A-Sock” 
because it eliminates many markdowns on 


displayed hosiery. The socks retain their 
shape and can be replaced directly into 


stock after being removed from the dis- ~4 
player. Any type sock can be used — cotton, 
wool or rayon. “Sav-A-Sock” can be shown 


in a very small space, a desirable factor to 
present a full range of colors. Small holes | 
bored in the plastic enable it to be used on | 
back panels, side walls and the like 

Patent is pending on the device and 








several territories are still open for rep- 


resentation. | ak y NO 
Celebrates Anniversary | \ Di VE. 
With Special Displays iS Vy 
Flents Products ( ompany, manufacturer | \ 127 READE STREET Ye 


and distributor of anti-noise ear stopples, 
is now celebrating its twenty-fifth anni NEW YORK CITY 13, N. Y. 
versary with special window } displavs, Tel.: WOrth 2-7502 
“birthday packaging”, and point-of-purchase 
material in drug stores throughout the 
country Try our: 

Stressing the theme of Flents’ quarter r ° ‘ . 
century of service, the silver anniversary e New adjustable wrist fitting 
se dei atl = Se @ All sizes of shoulder, arms and wrists locks 
imprintec In rova yue ane vearing the ~ . . 
einieniidele, sleiadk sheen: a. Madea? amin @ Stands, flexibles. body locks, flex rods, tubing, 


“25 ile ackage displ > in i ws ace « . ’ . 
hah while pac kage s li olay d in WwW indow glass flanges, etc.. ete. 
and on counters all have a smaller foil 








tag. The same motif in color and design 





extends to counter and window cards 


Club Has Contest : TICKET HOLDERS 
For Local Men | Molded of CLEAR PLASTIC 


; Rite med g Pen + = \ Pyramid Ticket Holder perfect for small 
point of sale pricing. 
the Chicago area, with Defense Bond prizes | ah Complete the picture of ultra-smartness 
for the best display “wadgets” entered: in | fy created with plastic displayers by using 
the contest. Department heads are not | j g _ ticket holders of clear plastic. These 
elie‘ble. Prizes are $75, $50 and $25 <—? \ beautifully molded ticket holders are just 
On May 6 the Chicago club members met | fj the thing for soft line display. 


at Kling Studios to see how television 3 
commercials are made, and to see the — ; CL 10 Package of 50 $ 7.65 
; Lots of 100 13.80 


company’s display production facilities 


The April 15th meeting was held at the > - 
Chicago “Lighting Totti with diol QUENSELL DISPLAYS INC. 


illumination as the topic of discussior 
psn: CL 10 — ACTUAL SIZE 71-23 Austin St. Forest Hills, N. Y. 


members and non-member displaymen in 
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GENERAL DISPLAY CORPORATION e 
For the finest in 
dtificial Foliages 
Artificial Flowers 
Artificial Plants 
Display Aecessories 


for department stores, specialty 
shops and chain stores. Be sure 
to see or call: 


GENERAL DISPLAY CORPORATION e 
NOILVYOdYOD AVIdSIG IVUINIO 


Manusfaclarors. 
Flowers-Foliage 


(Sisscay 





DISPLAY 


CORPORATION 
140 WEST FOURTH ST. 


Cincinnati 2, Ohio 


HOME OFFICE - FACTORY 





Our salesmen will call on you soon 
with our new and better than ever 
Fall line. 
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The 


e Cuts designs to any size 
@ No holes to bore 
e Simple to operate 
@ Portable 


MODEL 
K-10 
CUTAWL 


SAVE TIME — LOWER COSTS 
Write for FREE Catalog! 
International Register Co. 


2622 W. WASHINGTON BLVD 
DEPT. 52-W, CHICAGO 12, ILL 


\ - 8 ~ . ( 


FOR ALL CUTOUT WORK 


OPS P OAY BOs) 
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Contest Report 


HE display pictured above has been 
b pet as the best entry in DISPLAY 
WORLD 's International Display Con- 
test for the month of April. It is the work 
of Hermann Schlipphacke, who directs dis 
Westdeutsch Kaufhof, in Co 


Germany 


play for the 
logne, 

Displays from this country before the war 
ranked with the best in Europe, and in the 
West Zone they 


their former 


now show signs of reach 
status in spite of the fact 


work 


handicaps 


displaymen must with tew ma- 
severe 


Schlipphacke 


and under 
this display used a 
numer- 
bottles 


hands 


clock on the background, the 
champagne 
from the rear The clock 


Mannequins stood 


formed by actual 


lighted 
were covered with flitter 


amid billowing clouds of delicate fabric, 
h 


} 


illuminated by lights here and there For 


Schlipphacke’s display 


48 of this issue 


re examples of 
technique, see page 


\s explained elsewhere in this tssue, a 
gold medal is awarded each month for the 
best display entered in the contest during 
Thus far this vear these monthly 
medals have gone to William Meissner, 
Ohrbach’s, Los Angeles, for January; Guy 
Malloy, Neiman-Marcus, Dallas, for Feb 
ruary, and to Norman Jones, Wallis & C 


London, England, for March 


that time 


The contest proper continues through De 
cember 15, 1952, and contains 98 merchan 
classifications In each 


dise and service 


division at the conclusion of the contest 
display authorities will select the three best 
displays; these will be awarded gold, silver 
first, second, and 
with it 


bronze 


medal for 
medal will carry 


and a_ bronze 
third. The 


points, the 


gold 
three silver two, and. the 
whose entries receive 
the greatest points will 


a handsome gold plaque, suitably inscribed; 


on The individual 
number ot receive 


runner-up will be awarded a similar silver 


plaque, and one of bronze will go to the 


person having the third largest number of 


points 


Monthly awards do not count toward the 
final results of the contest. 

There are no restrictions on the number 
make, and 


of entries any displayman may 


any or all classifications may be entered 
It is not necessary to be a 


DISPLAY WORLD in 


The contest is open to any 


subscriber to 
order to compete 
displayman in 
any type of store or dealing with the dis 
play of any type of merchandise 

Contest entries should be in the form of 
black and white 
and preferably 8& by 10 


photographs, not mounted, 
inches in size 
although smaller pictures will not be barred 
The name of the displayman, his store, and 
should he 


back of each photograph, together with the 


address written lightly on the 
classification in which it is desired to enter 
Entries may be submitted at 


those 


the display 
any time, but only received during a 


given month will be judged for the gold 


medal award of that month 


Added Duties 
For John Moss 

In addition to his duties as de 
Field «& Co., 
appointed 


regular 
Marshall 
Moss has 
architectural director of the store. As such 
head the planning 
division, a new enterprise at Field’s 


sign director for 


John been 


Chicago, 


he will architectural 


Editor To Speak 
At Ad Club 

Speaker at the May 28 meeting of the 
\dvertising Club of Lexington, Ky., will 


be R. C. Kash, editor, DISPLAY WORLD 


Elton Pease Addresses 
Cincinnati Group 
Operator of an exhibit display studio in 
Ill., H. Elton Pease was guest 
speaker before the Junior Advertising Club, 
Cincinnati, on May 7. He 
pretabrication 


Evanston, 


described the 
application of principles to 


trade show exhibits 
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NADI NEWS 
[Continued from page 82] 


\ complete list of exhibiting members and 
their assignments will appear in the June 
issue of DISPLAY WORLD 

General Remarks: Display manufacturers 
are looking for a big pick-up during the 
last six months of this calendar year. The 
feeling that most stores and other buyers 
have been holding back in their promotional 
activities is apparent. And, providing there 
is no disruption of major proportions, all 
signs point to better business for everyone 
who is willing to go out and get it Anyone 
who waits for the business to walk in the 
door will be disappointed. The dollars will 
be there and they will buy the right mer- 
chandise at prices that are fair and where 
delivery is assured. 

Buyers are skeptical of promises from un 
proved sources. It looks now as if the 
Christmas season may extend right up to 
the first of November with fill-ins and 
special orders going to the first of Decem 
ber While some stores are already in the 
market for their basic Christmas displays 
it seems that there will be a high level of 
activity of buyers at the June 1952 Market 
Week with a steady level up to the end ot 
October. After that time it will probably 
be a question of who can get out late 
orders and still keep the customers satisfied 


Tony Profita Dead 
At Age 49 


Anthony Profita, who with his wife Elsie 
had operated a mannequin repair service 
with headquarters in Louisville, died re 
cently in that city at the age of 49. Some 
years ago the couple formed a company 
in Dallas to manufacture mannequins, but 
gave up the project a short time later to 
reenter the repair field 

Funeral services were held in Jersey City, 


New Jer sey 


Al Gatto Is Speaker 
At Jeweler Convention 

Three hundred persons connected with the 
jewelry industry in Texas attended the 
forty-sixth annual convention of the Texas 
Retail Jewelers Association at the Shamrock 
hotel, Houston, during April 27-28. One 
of the featured speakers was Alexander A 
Gatto, display director of Corrigan’s, of 
the same city, who discussed present trends 
in jewelry display 


Goldsmith Produces 
New Plastic Figures 

Sam Goldsmith, of Goldsmith & Sons, 
announces a wholly new line of plastic 
junior and misses mannequins, produced 
under the direction of Mr. and Mrs. George 
Magnani and sculptured by Cora-Sari. The 
figures are on display in the company’s 
New York City showrooms at 330 Broome 
street. 

“This marks the first in a series of steps 
by Goldsmith & Sons to provide individually 
styled, fashionable, life-time plastic crea- 
tions,” according to a representative of the 
firm 


OS Pea 


WORLD 


CENTURY LIGHTING, INC., 521 WEST 43RD STREET, N YORK 36 


626 NORTH ROBERTSON BOULEVARD, LOS ANGELES 46 











MINIATURE BLINKER-LITES 


*Patent 


Pending 


Put SPARKLE 
in your Displays with 


NOEL 
BLINKER-LITES 


Each lite blinks on and off inde- 
pendently @ Creates twinkling star 
effect @ Low cost and maintenance. 


4 NOEL 4 


WManufacturing Ca, ]nt. 


1675-M 3rd Avenue 
New York 28, N. Y. 
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AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 








e HI-STYLED MANNEQUIN WIGS 

e DOLL WIGS 

e THEATRICAL WIGS 
Specialists in renewing ond restyling your old 
wigs — Fest service. Write for Information to 
ESTELLE BOBICK MANNEQUIN WIG CO. 
964 21st $4., TErmina! 2-1822, Sen Pedro, Calif. 








GLASS GEMS 


Glass Gems of many colors natural, (not dyed). 
They sparkle. Can be used over and over again 
Gives displays a rich colorful effect Different 
shapes and sizes. Write for prices 


NATIONAL SAWDUST CO., INC. 


67 N. 6th St Disp. Dept Brooklyn 11, N. Y 














CAN WE HELP YOU? 


We have ideas and props for 
every display use. 


REINERMANN FIXTURE COMPANY 
343-345 W. 4th Street, Cincinnati 2, Ohio 


DEKADHESE 


“The cement that grips before it sets” 


THE DECKER CORPORATION 


P. O. Box 1605, Wilmington, Delaware 

















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


319-321 N. Paca St. Baltimore 1, Md. 











EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display fic Unsurpassed beauty 

Tremendous Varieties in Stock 

MILTON S. AHRENS, INC. 


Importers — Mfgs. — Exporters 
56 W. 3th STREET NEW YORK 18, N. Y. 


wers 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 

POSITION WANTED POSITION VACANT 

USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 

$4.00 Per Column Inch— CASH WITH ORDER 








HARM'S annual “Two Weeks With 
Pay” promotion was launched at the 


Do SPAY AOS 


MAY, 1952 















































Charm’s Showroom 


magazine’s showroom in New York 


City early this spring, featuring fashions for 


planning their vacations, 
blueprint designed to spur 


for department 


working women 
plus a display 


summer volume every 


} through a series of interior displays which 
| create the impulse for buying. 


Executed by Tom Lee, the displays were 


| planned to be utilized by retailers tying in 


with Charm’s May-June fashions in their 
own cities. Devised to combat sustenance 
buying, the interiors suggested the use of 


graphic forms to propel the consumer from 
department to department The Charm 
showroom projected displays encouraging a 
customer shopping in one department to go 
One display featuring a 
group of sold in the sportswear 
department could lead the customer to the 
luggage would pack them in. Others 


on to another. 


dresses 


she 


—Two of the displays executed by Tom Lee 

for Charm's forecast of summer apparel for 

the magazine's annual "Two Weeks with Pay" 
promotion— 
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linked the shoe and hat departments, the is , MULTIPLY 


luggage and travel coat departments, and 


other accessories with the cosmetic depart- bien i] y ; [ isis" 2 YOUR SLACK 


ment. In each instance, actual merchandise ; { 5 
was made an integral part of the display, ' ee’ 4 SALES! 
with glove forms, perfume atomizers or wes . 
shoes serving to point the way to the re- | } TROUSER RACK 
lated merchandise i 3 - 

Specially conceived mannequins carried | : DESIGNED FOR 
through the basic display concept developed | ] S Z WOOL, COTTON, 
tor the Charm showroom The mannequins | t i : RAYON OR SMOOTH 
are made of papier mache in the form of a : FINISH TROUSERS 


stylized dressmaker’s dummy. Simply con 
structed, they feature a swivel waist pro e No. R271 
viding for great flexibility and have wire Comes equipped with 75 
arms and hands. They were featured in the y hangers that hold two pairs 
showroom in interior displays as well as in : of trousers and are wide 
mchemcepihcar their vies inclined at an . : —_ enough for fully cut slacks. 
= : su tly to propel the consumer into DM : Hangers have fully closed 
7 Acgge : . rounded ends. This all steel, 
The Charm showings were open to buy- . . ’ 
chrome plated rack is 4 
ers, merchandise managers, display directors apps 
’ : er icv long and 48” high. Has 
ind promotion executives of the nation’s a 14" a pte 
stores and buying offices. Charm’s fashion Pracnon 4 _topere bain 
uprights. 24” x 2” round 
solid steel bar bases. 3” 
heavy duty casters. 





staff discussed the fashions they see in 
volume in ten markets, while the promotion Shas WS Sovine dine fat 


staff provided specific ideas for developing firmly holding rayon or 
smooth finish trousers. 75 


consumer activity among working women clips to set. $ 00 
ms cosas complete econo kit was $10.00 per set 75 each 
distribute interpreting these selling con y 

cepts in terms of “Buy-it-off-the-Runway” F.O. B. St. Louis, Mo. 
fashion shows, related advertising sugges- 


tions, display ideas, and other ideas for A 34 T 34 C oO UW | N C 6) M Pp A N Y 
Weeks With Pay” a 


promoting the “Two 


pape fe Scnggl icy f 810 PENN AVENUE PITTSBURGH, PENNSYLVANIA 








Actual pages from Charm’s May-June 
issues formed an integral part of the show- 


room display, giving retailers a_ practical UNBREAKABLE — CHIP-PROOF 


solution for presentation of the merchandise 


as it will appear in the magazine. Photo- 
graphs taken on location in the Virgin | 
islands, Puerto Rico and Mexico will serve | - \ 
as an added device for retailers directing | ‘ 
promotions to working women planning a | : 


new vacation wardrobe 





Charm’s showroom is located at 1384 | J . (OF RIGID NEOPRENE) 


Broadway and is open on a _ year-round 


basis, featuring merchandise from all of the — $ 85 
e 


magazine's 12 issues 


USES; f. 0. b. 

Hickok Contest Offers await Los 
$20,000 In Prizes 4 Angeles 

Display managers, advertising managers, 
and buyers who participate in the “Hickok | WITH BLACK, BROWN OR BLONDE SCULPTURED 
Gift Show” promotion will have a chance of HAIR — GOLD ACCENTS 
winning a total of 300 merchandise prizes 22" HEAD SIZE 
valued at $20,000 and ranging from 20-inch 
television sets to table radios. Details of 
the contest, for which entries must be post manufactured exclusively by 
marked not later than June 14, may be ob- e ai ae 
tained from The Hickok Mfg. Company, display originals 
850 St. Paul street, Rochester, N. Y. } = , 

Stores will be divided into “A” and “B” | 312 east 3rd street @ los angeles 13 
categories The former includes stores hav- DISTRIBUTORS INQUIRIES INVITED 


ing a sales promotional director or advert 











tising manager in charge of newspaper 


advertising; a display manager in charge of PARALLEL’S 

windows, and with the buyer handling de- | PARAFLEX 1} 2 

partmentalization and interior display. The glass mirrors 

second category provides for stores in which : INCREASE DISPLAY BEAUTY WITH FLEXIBLE MIRRORS 

Sparkling, sales catching—these glass mirror sheets fit any size and shape 

f column, pedestal, fixture, background, letters etc. Mirrors can be cut as 

play are ve sted in one person small as 4" to 4” square or rectangle PARALLEL’S special backing makes 
Contest judges are Bert Bacharach, men’s possi »le its famous “‘Cement-to-Glass Lock”’ process which firmly adheres 

‘ : ‘ : ° PaRAFLEX MIRRORS to any surface. 
fashion editor of Collier’s; Perkins Bailey, 


= gae : s Write today for colors, samples and prices 
men's fashion editor of Look, Men’s Wear; é . 


R. C. Kash, editor, DISPLAY WORLD PARALLEL MFG. CORP. 2°) 5 Rg ae 


all functions of window and interior dis 























IisPlay 
orld 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
er obligation. This service includes an analysis 
of any display problem. 

Air Brushes 
Airpainting Equipment 
| Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 

) Black Light 
Bulletin—Directory Boards 

| Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 
Foils 

Glass Specialties 

Grass Mats 

Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 

Paper Sculpture Displays 

| Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

Price Cards—Tickets 

| Price Ticket Holders 
Ribbons 

Sale Banners 

Show Card Colors 
Show Cards 

Show Case Lighting 
Show Cases 

Socks — Window 
Signs—Brass—Bronze 
Signs Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Store Designing 
Store Equipment 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 
Wall Board 
Wigs 

() Window Lighting 
{ Do you wish a copy of their catalogue? 

Do you plan to remodel your store soon 

{© Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 


ses ease eee eee see esses eeeees 
Firm 

Display Manager 

Street 

City 








WORLD 


DES PLAY 


After being in display for 28 years, 
feeling for the old Inter 


Display Men con 


lonesome 
national Association of 
ventions 
Writing 
possible to organize a display as 
itself 
lectures and 


as a utility displayman, I wish 
it were 
where would — be 
both 


tions in display 


sociation display 


foremost in demonstra 
Have some manufacturers’ 
ves; but not have them dominate the 
convention 

My company is very much interested in 
good display, but to get approval on going 
to a display convention where the highlight 


of the convention seems to be cocktail 

parties instead of lectures on display—that 

is a different story 

can be de veloped 
(and forget the 


in the publicity ot 


If a display association 
where display is the theme 
cocktail parties at least 
the conventions) [ am sure a lot of us 
have an easier job of 


displaymen would 


selling the boss on our going to the con- 
ventions 
for utility 


displaymen a display convention where dis- 


Personally, | would like to see 


playmen from utility companies could have 


their meeting from department 


men’s 


separate 
shops, etc. 
display 


stores, wear, women’s 
utilities 
problem that is different from the average 


For atmosphere we have to 


Displaymen from have a 
run of display 
do more than put in a grass mat and some 
shrubbery We must try and dramatize 
our displays in interest, 


order to Cause 


and our means of dramatization is different 
from that of a department store, men’s wear, 
women’s shops, et 

I am sure if we displaymen were to go to 
a display convention where we could meet 
utility 
taining to 


good will and institutional displays, 


group to discuss displays per- 
small appli 


as a 
major appliances, 
ances, 
and also a demonstration in screen process 
work, there would be many answers to many 
solved that 
display 


problems, and problems 


would not be 


many 
solved in a general 
convention. With a program such as I have 
mentioned for utility displaymen I am sure 
the boss mean 


would feel we business 


parties) and he would be 


attending. 


(instead of just 
very much in favor of our 

I would like very much to hear from you 
and from utility displaymen as to what you 
about utility dis- 
display 


think of my suggestions 


meeting separately at a 


Anderson, Minnesota 


playmen 
convention.—Rueben E 
Power & Light Company, Duluth 2 


I can not express in words how pleased 
I was to receive your letter telling me I had 
won a gold and a bronze medal. This contest 
of yours must great deal in 
the display field to promote a higher stand- 
thousands like 


surely do a 
ard and give incentive to 
myself who never really expect to make the 
grade but who keep going for the fun of it 


there 


MAY, 1952 


—Peter A. Hunt, Taubmans Pty. Ltd., St. 
Peters, Australia. 

The our€ad in the April 
issue has been most gratifying, in that we 
100 inquiries 
Each day 


response to 


received over regarding our 


displays brings new requests 
Response is coming from 
including 


New 


information on 


for information 
all sections of | the 
Canada. One 
York City has requested 
3,000 displays for one of their clients. I must 


country, 


particular agency in 


repeat, the response to the ad is overwhelm- 
ingly gratifying!—Frank Ueltschi, Maro 
netical Displays, Saginaw, Mich. 

Would you be interested in knowing 
that DISPLAY WORLD is read avidly not 
only in the larger centers, but in 
places as this? We look forward to its 
month and find the articles 
and illustrations most helpful. 

However, my particular problem is dis 
playing china. All summer long, during 
the tourist need to display dit 
ferent patterns in our 21 by 


5-foot 


such 


coming each 


season, Wwe 
dinnerware 
window. To make the displays in- 
different without many dis 
play props to work with and in a window 
rather for china I find difficult. Now 
I realize that you can't take up individual 
problems but there must be many people 
selling china who also find it hard to dis 
play. Could have an article 
done for china as you did for photo studios 
in February's DISPLAY WORLD? Or if 
that isn’t possible, won't you show a win- 
dow display of china i while ? 
I hasten to say, in case the above sounds as 
though DISPLAY WORLD never gave any 
help with china, that the best 
had in last summer (from comments and 
merchandise sold) from an 
DISPLAY WORLD 

Thank you, then, for the help you have 
already will be most appre- 
Clative of any to come Irene L. 
Edward 


teresting and 


large 
you possibly 


once in a 


window we 


came idea in 


given, and we 
Roge ts, 
Island, 


Charlottetown, Prince 


Canada 


! am keen on corresponding with an 
American girl in English or German. Yes 
terday as I was reading your paper an 


idea struck me: “Are you able to mediate 
me a correspondence?” [I would be pleased 
if you could do it. I am a German school 
boy 18 of age, taking an interest in reading, 
sport, photographing, and nearly all things 
with youth.—Friedrich Land 
wehrmann, Jacobi Strasse 4,  Osterfeld 


(Rheinland), Germany 


interest the 


stating that I had 
exhibit 


letter 
medal award for the 
booth Needless to say, I am de 
lighted as the medal reflects glory on all 
This international competition 
of yours is certainly causing a great deal of 
interest in this country and will help to 
raise the standard of design and presenta- 
tion in the Unfortu 
nately the mails to this country have been 
somewhat haywire, and I did not 
letter ‘till the end of 
However, it is here now and is 
Success to your efforts 
have 


Received your 


won a gold 


section 


concerned 


display profession 
receive 
the medal or 
March. 
greatly 


your 


treasured. 


and the kindest regards to you. I 
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Intelli- 
gence Services. In the last war I was on 


many good friends in the U. S. A 


the staff of one of your greatest generals, 
MacArthur. Believe me, he did a marvelous 
job in the Pacific zone—Alfred M. Wilson, 
Electricity Supply Department, Melbourne, 
\ustralia 


Your kind letter just arrived and an 
nouncing us that bronze medal has been 
awarded to us in your International Dis- 
play Contest for 1951 has been a great and 
very pleasant surprise. We of course never 
thought that our modest work 

Anyhow, if there is 
good deal is indeed 
excellent DISPLAY 


valuable information, 


would de 
serve such an award 
any merit in it, a 
indebted to your 

WORLD for its 

teaching, and service. The directors of 
have joined us in the ad 
promotion department it 
thanks for your kind- 
ness, and for the great honor who hag been 


Haro, 


Republic of 


this company 
vertising and 
this expression of 
awarded to us.—Luis Gonvales de 
Carvajal & Cia, Ltda., Cali, 
Colombia 


It was indeed a pleasure and an honor 
to receive a first, second and third award 
in your 1951 International Display Contest. 

In my estimation your contest has done 
much to inspire displaymen to greater ef 
forts and to bring the value of display to 
the attention of management. I am happy 
to learn that you are going to have a third 
contest in 1952.—George W. Browne, Pub- 
lic Service and Gas Company, Newark. 

It was with great pleasure and surprise 
to find that my only entry to the DISPLAY 
WORLD contest for 1951 placed third in 
Classification 15. My bronze medal arrived 
last week and it is with pride that I place 
it among my trophies. Please find en 
closed three photographs to be entered in 
the 1952 contest—Don Crawford, 
Vallejo, Calif 


Levee's, 


DISPLAY WORLD has become an in 
valuable assistant in our display depart 
ment and we would like to receive it regu- 
subscription with 
Warnock, B 


larly. Please start our 
the January Donglen 
Siegel Company, Detroit 


issue.- 


Thank you for your letter stating that 
you were using the color transparency for 
the January cover of DISPLAY WORLD 
We now have the issue and have had much 
favorable comment as it did come out in 
beautiful color. Have already had a re- 
quest for complete details from as far away 
as Illinois. 

As a sidelight to the picture I'd like to 
relate a disappoinment I 
night the picture was taken. 
aiternoon I covered all feed and water so 
the birds would be in a good position dur- 
They presented a beau- 
edge of the 


experienced the 
Early in the 


ing the exposure 
tiful sight all 
fountain, on logs and low branches. 


around the 


The photographer relied on one flash bulb 
to set off a cluster taped together but due to 
low temperature they failed to flash. While 
he made a trip to his studio nearby for 
additional equipment I kept the birds from 
feeding by knocking on the glass at inter- 


DiSPEAY WORE SO 


vals. They would return to the branches 
temporarily. But by the time the  pho- 
returned, minutes, 
they positively refused to return to their 
feed pans and fountain. After a chilly wait 
we took the picture anyway, as the display 
was to be in no longer. It was not nearly 
the photograph I had hoped for.—Arthut 
C. Brown, Hale’s, San Jose, Calif 


tographer possibly ten 


Your letter advising that once again the 
DISPLAY WORLD Inter 


Contest had awarded us 


judges of the 
national Display 


second grand prize was most heartening 


Receiving this distinction two successive 
years has meant a great deal to us 

I am pleased to know that the contest 
through 1952; your 


will be carried on 


awards are a genuine incentive toward 


stimulating a desire to create more out 
standing displays, which in turn increase 
customer interest and act as a general aid 
to business —Tom Comerford, Lit Brothers 


Philadelphia 


Many thanks for recommending our house 
to different readers. For the last several 
weeks we have received data on materials 
to tie-in with our line of work. I wish to 
utmost thanks for your kind 
s¢ rvice 


express my 
consideration in rendering this 
DISPLAY WORLD not only keeps you 
posted with the trade but helps in other 
Frank Loreto, Loreto Display 
Rome, N. ¥; 


Ways 
Service, 
Your magazine is extremely helpful in 
my teaching of display — and as a source 
for ideas and inspiration for my students 

Mrs. G. H. Little, University of Alabama, 
University, Ala 


We have received your letter containing 
the good news that we have been fortunate 
enough to secure two places in the display 
competition for 1951 and we feel very hon 
ored and gratified that we have secured 
first place this year 

We would like you to know that during 
fortunate in 


competi 


the past year we have been 
securing recognition in national 
tions organized in this country, and the 
same week as your letter arrived we re 
ceived information that we were fortunate 
in securing two second prizes in the dis- 
play competition organized by John Martin 
of London 


It goes without saying that your maga 


mine of information and 
inspiration Stephen A. Green, Scottish 


Cooperative Wholesale Society Ltd. Glas 


zine is still a 


gow, Scotland 


I have been watching your contest for 
some time and I think it has been a good 
influence toward better windows and bigger 
sales—Edward Barrett, Durkin & Durkin, 
Inc., Waukegan, III. 
To my mind, DISPLAY WORLD is a 
publication no one in the display, retail or 
promotion business can be without and 
those who do not subscribe to it certainly 
don't know what they are missing; it con- 
tains vital information on 
of display work.—Edward E 
Binghamton, N. Y 


every phase 
O'Donnell, 





Hs Fall 


at 


HAMBERGER’S 


And same as always, the showroom 
is full of those new and beautiful 
items that make sales producing 
displays easier for you. 

We have worked hard and long and 
our efforts are visible in the better- 
than-ever display materials we have 
to offer. 

Be sure to visit our showroom on 
your next trip to New York. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST. NEW YORK CITY | 











Demand the Oldest Name 
in Electric Turntables! 


Roto-Sho 


ELECTRIC TURNTABLES 


Your assurance of top performance, ROTO- 
SHO Electric Turntables are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit | capacity up 
to 200 Ibs. 18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available .. . 
Build-up fixtures too. 


MODEL 
"712" for 
LIGHTED 
MOTION 


Two-way electric outle. permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 


See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTSI 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 
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Opportunity Exchange 











Salesmen Wanted 


Exclusive representatior ot the 


t rritor 


Address Box 5MN 


Care of DISPLAY WORLD 


CHRISTMAS PROPERTIES FOR SALE 
“SANTA’S CHRISTMAS TREE ORNAMENT FACTORY” 


hanical toy window 
ourteen animated 
work away on Chr 


onal animated 
ut savings 


with grand attention value and a 


figures colorfully costumed, cleverly 
istmas tree ornaments, Several other 
units in the group 


\ grand Christmas attraction at 


CHRISTMAS INTERIOR OR WINDOW UNITS 
ting of 16 ful l 


rge colorful 


face wreaths 


reve 
overage of Chr 


1 of 
of unit These units 
lors and revolving of trees 


ving Christmas tree post units on 
stmas green flittered leaf foliage and 


same Christmas foliage with revolving 
have a most Christmasy effect in 


In fine condition and at a low 


for photos and full information to 


W. G. MUDGE, ARMSTRONG’S, INC. 
Cedar Rapids, Iowa 








EXPERIENCED 
SALESMAN 


Covering New Eagland states, 
upstate New York, and part 
of Pennsylvania desires ex 
clusive manufacturers line in 
protected territory. A-1l_ ref- 
erences, large following. Long 
established manufacturers only 


Address Box 5AB 


Care of DISPLAY WORLD 


AVAILABLE 


Top notch experienced New York free lance displayman in 


ladies and children’s wear. 


Present income $14,000 — will- 


ing to settle in small town for responsible position. Age 39, 


married, 2 to 5 vear contract, 


4 weeks vacation, salary 


$10,000 yearly clear. Thorough knowledge promotional mer- 
chandising, chain store or exclusive window displays, some 


knowledge of men’s, ete, 20 


years of know-how. If your 


store requires services of this type please write to 


Address BOX 5CD 


Care of DISPLAY WORLD 


FLARE 


Wants Jobbers and 
Distributors 


effective means for 
Appeal” in 


A new 
producing “Eye 
displaying ladies’ and chil- 
dren’s apparel. To be used 
in conjunction with manne- 
quins, bust forms, hip forms, 
T stands or alone. For win- 
dow, store and counter dis- 
plays. Patent Pending. Sorry 
our commitments for Brook- 
Manhatten 
have been filled. 


lyn and jobbers 


FLARE 
P. O. Box No. 66 Vanderveer 
Station 
Brooklyn 10, N. Y. 








FOR SALE—146 Tubes—5/32 
gauge 11%” high, 1234” 
diameter. 60 cents each. Must 
take all. CHARLES-DAVIDS 
Manor Ridge Drive R. D. 1 
Lancaster, Penna. 











WANTED 


Mechanical Christmas 
Attraction 
with sound, in good condition; 
to use in 2 windows, 14 ft 
} 


1 
long 


y 7 fit. deep by 7 ft. high 
Address 

GEORGE KUCHARO 

DISPLAYS 


3411 Clark Street 
Des Moines 11, lowa 


FOR SALE 
(4) CHRISTMAS SHADOWBOXES 


Manufactured by Silvestri Art Mfg. Co. 30” x 54” x 65” 
(1) “The story of Holly” 
(1) “The story of Mistletoe” 
(1) “The story of Silent Night” 
(1) “The story of the Greeting Card” 


Original cost $600.00 per unit. 
Photos 


used one Christmas only 


Will sell all (4) for $1,000.00— 


and information on request. 


Contact Edwin Tanner, Display Director 
WEBB’S CITY, INC., St. Petersburg, Florida 


WANTED 


. 
Used Mechanical Xmas 
e 
Displays! 

Must be in first class condition 
For fine Northwest men’s store. 
Needed for 9 windows size 5 ft. 
depth and 12 ft. length Doorway 
opening only 23 in 

Interested in Holiday or Circus 
theme We have 9 scenes “THE 
NIGHT BEFORE XMAS STORY” 


we will exchange or sell. Write to 


Nudelman Bros. 


Fourth and Washington 
Portland 4, Oregon 








SALESMAN WANTED 


leading supplier of display 


materials has an immediate opening 


salesman to cover New England and other eastern states. Must 


known in this area State 


nts calied on and all other 


territory now covered, lines carried, 


Work on 


pertinent imtormation 


No objection to non-conflicting line 


Address BOX 5JK, Care of DISPLAY WORLD 


FOR SALE-—Six (6) Shadow Box 
Real Life Figures telling the story 
of Dickens Christmas Carol. Origi 
nally costing $1,350; will sell for 
$350. Photographs on request. Write 
Attention: John H. Somerville 
STEBBINS ANDERSON CO. 
Towson, Md. 








SALESMEN 
WANTED 


Well-known Eastern 
house Top notch, exclusive, 
protected territories Estab 
lished accounts. East coast and 
all southern territories open 
No objection to non-competitive 
line you now carry 


Address Box 5NO 


Care of DISPLAY WORLD 


display 








FOR SALE 


Three Bliss fall units, approx 
size 7 ft. high, 7 to & ft. long, 
3 to 4 ft. wide. Strictly high 
style for women’s coats, suits 
and dresses Resembles aged 
stone building cornices, etc 
In perfect condition. Cost new 
last fall $300.00 per unit. Price 
$100.00 per unit Photos on 
request. 
Display Director 

LEO SCHEAR COMPANY 


Evansville, Ind. 








FREE LANCE 
WINDOW TRIMMER 


Wishes to sell well established 
route and display business 
vicinity of Boston. Route 
consists of Women’s and 
Children’s — specialty shops. 
Price reasonable. Wondertul 
opportunity for able window 
trimmer who desires to be- 
come free lancer. 


Address Box 5HI 


Care of DISPLAY WORLD 








Salesmen Wanted 


New York manufacturer of the 
most outstandingly different line 
on the market today, recognized 
and with a large following through- 
out the country, desires salesmen 

cover the following exclusive 
territories Pennsylvania, Ohio, 
Indiana, West Virginia, Virginia, 
No. Carolina, So. Carolina, Georgia, 
Alabama, Florida, Tennessee and 
Kentucky, Michigan, Wisconsin, 
Minnesota. 


Address Box 50P 


Care of DISPLAY WORLD 











MAY, 1952 


DISPLAY 


WORLD 





WANTED 
Sideline Salesman 


For Texas 


Calling on Jewelry, Gift and 
Specialty Stores to sell in stock 
velvets, fabrics, display items. 
Generous commissions. 
Other territories open. 
for details. 


Address Box 5FG 


Care of DISPLAY WORLD 


Write 


WINDOW TRIMMER 
WANTED 


Exceptional opportunity in 
men’s clothing store for am- 
bitious young man. Good sal 
ary, chance for promotion, in- 


Letters sell 


sticking 


28, Calif. 


chants everywhere 
Write for 


SALESMEN 
Amazing new “Quick-Change” Sign 
like wildfire 
Magically self- 

FREE SAM 
PLES. Gary Enterprises, Room 322, 
6912 Hollywood Bivd., 


Hollywood 


Display Salesman 
Wanted 
to carry a well known line of 


high styled items, in estab- 
lished territories. All terri- 


to Mer 





surance, must sell also. Two 





openings in Mid-West cities 
Write for personal interview 
giving experience and refer- 
ence. R. A. Meyer 
Harvey Brothers In 
230 W. Superior 
Chicago 10, IIL. 


ence and 








Experienced Salesman 
Wanted 


Manufacturer of original line 
wants men with following 
among department, chain and 
specialty shops. No objection 
to non-conflicting line. Submit 
full details, present line car- 
ried, type of accounts, terri- 
tory, references, etc. Excel- 
lent opportunity for right 
man. 


Address Box 5DE 


Care of DISPLAY WORLD 


WANTED— Salesmen 
To Contact Chains ine 


to show the fall and Christ- 
mas line of a _ progressive 


writing give 
salary wanted. 


WANTED 
DISPLAY MAN first letter 


Replies will be held 
confidential. 


The Hearne Dry Goods 
Co., Ltd. 


Texas & McNeil Sts. 
P. O. Box 1114 
Shreveport, 


full 


Louisiana 


tories open East of the Mis- 
sissippi to the West 
Write, giving full details in 


coast. 


Address Box 5LM 


Care of DISPLAY WORLD 


experi 


strictly 








30,000,000 SETS 
350 STATIONS 
Predicted by 1954 


Television Arts Institute of- 
fers personal correspondence 





manufacturer of artificial 


instruction itn scenic design 





flowers, wall units and _ set 
pieces. Liberal commissions. 
Give full information in your 
first letter 


display 
nine years’ 


Address Box 5PQ dle 


Care of DISPLAY WORLD 


Care of 


college, original 
attitude. best 
personnel 


POSITION WANTED 
manager 
experience, 
ideas, 
references, 
Immediat 
view, start work in a week 
Address BOX 5ST 
WORLD 


DISPLAY 


First rate and 
fully 


cooperative 


related arts. Inquiries 
September regis- 


TAI 


3320 Woodbine Street 
Los Angeles 34, Calif. 


qualified, 
two years 


invited for 
tration. 


can han 
inter 








DISPLAY MAN 
WANTED 


We need a window trimmer, 
one who can rig a good suit 
form and artistic in his fur- 
nishing display. Must be good 
card writer. This is a perma- 
nent position in Asheville’s 
best men’s store. State back- 
ground and salary desired to 
start. Applications will be held 
in strict confidence. 

FIELDS MEN’S CORNER 
Asheville, North Carolina 


SPECIAL SALE 
CORNUCOPIAS 


and other wicker Fall num- savings. 


bers offered by manufacturer needs. 
and importer. Only those who 
Write 


can buy in quantity 


for particulars. 


Address Box 5RS 


Care of DISPLAY WORLD 


CLOSEOUTS 


of every type of Display 
Materials at 


Tell 


Marcus Window 
Display Service, Inc. 
104 Lincoln Street 


Dept. DW 4 
Boston 16, Mass. 


substantial 


FOR SALE 
“Bliss” Doll House mechani- 
cal Xmas display, in perfect 
condition. Used two seasons. 
Size 12 ft. long, 5S’ 8” high, 
2 3” deep. Will sell for $400. 


Write— 
P. J. WESTLAND 


THE HUB 
Steubenville, Ohio 


your 








SONOVISION UNIT FOR SALE! 
Here’s a REAL Bargain on an al 
most new Sonovision unit. Ideal 
for trade show use, enables con 
tinuous running of film without re 
winding. Unit has been used less 
than 12 times Orig. price $1,000 
Make offer! Economics Laboratory, 
Inc., St. Paul, Minnesota. 











POSITION WANTED 
Young man veteran, seeks posi 
tion with future; experienced sell 
ing and buying display materials, 
all showroom work Best refer 
ences; will relocate 
Address BOX 5KL 
Care of DISPLAY WORLD 


country in 








20,000 graduates 
the world. 
catalog. THE KOESTER SCHOOL, 
Koester Bldg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
in nearly every 


June 
Opportunity Exchange 
Forms Close 
June 6 


Write for 

















Three New Products 
Announced By Masonite 


Masonite Corporation, Chicago, 
announced three new products for applica 
fixtures, 


tion in displays, store 
and the like. Manufactured by 
are available on bases of % 
tempered “Duolux.” 

“Marlite” 


Industrial wood 


finish coated, “represent the ultimate in a 
completely finished panel ready 
sion in any article,” said Elmer R. Graeb- 


ner, manager of industrial 


panels have baked grain coatings on which 
is a factory-applied surface finish, almost 
glass-smooth, yet flexible. This finish sur- 
face is of the baked type giving the maxi- 
mum in solvent, water and mar resistance.” 


Types available are red mahogany, brown 


furniture 
Marsh Wall 


Products, Inc., subsidiary of Masonite, they 


panels, full 
for inclu- of 


sales. 


walnut, natural prima 


vera, silver walnut, blond mahogany, 


oak and limed oak 
“Marlite” 


recently 


Industrial wood 


which has been applied 


xi 
s-inch ; ‘ . af ; 
; application of the graining ink. 


including the ink, are baked to 
best properties. 
finish coats of practically 
Grains are available in red 


“These walnut, natural prima 


brown 
light oak and limed oak. 

Industrial Marlite 
tempered “Duolux” coated with 


primed 


vera, gray 


pane ls, 


specially 
pounded baking sealers and ground 
that give a base suitable for the 


panels 
a primer 
surface of a baked, modified resin finish 


Color of the primed surface is light yellow 


baked grain coat, are tempered “Duolux” to 
com- 


prima 
light 


with 


coats 
factory 
All coats, 
insure the 
The surface of the grained 
panel is especially prepared ior application 
all 
mahogany, 
vera, 
prima vera, blond mahogany, silver walnut, 


types 


gray 


are 


with a green tint, as experiments have shown 
“that it affords a superior surface, having 
excellent holdout and covering and hiding 
power,” according to Greabner. “It blends 
well with any applied top coater whether 
intermediate or finish.” 


Bob Clarke Resigns 


From Herman's 


Robert H. Clarke has resigned as display 
director of L. Herman, Inc., Danville, Va., 
effective June 1 He will become 
tion manager and 
radio station WDVA of the same city. His 
taken over by Beverly 


promo- 
sales representative of 
duties will be 
Humphries, first 
with Herman's for the past year. 


assistant, who has _ been 
Clarke 
has directed display for the firm for the 
past 17 years. He is also a member of 
the City Council of Danville 
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EVERYTHING ABOUT DISPLAY 


For Displaymen—Retailers—Advertising Men 


DISPLAY 


) 
‘ 
: 


4 
?# 


v4 


PRICE 410 POSTPAID 


Immediate Delivery! 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 

Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 

Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


in this new and greatest 


DISPLAY BOOK 
Ever Published—Just Out! 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 


By FRANK J. BERNARD 


...to make your displays sell more goods faster 
... it’s the kind of book you have been waiting for 
... it’s a necessity for everyone engaged in display 
or using displays 

SIZE 9 x 12 INCHES — CLOTH BOUND 


264 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 

d text and display manual of this kind and now, 
in DYNAMIC DISPLAY. they effer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an in work — in fact. a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good — displays. The author 
draws freely on his wide experi plain each facet of 
retail display and shows by chanadname and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientifi k d to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 


FOS SSS SS SS SSS SSSSSSSSSSSSSSSSSESS8S8S884888 
® DISPLAY WORLD. Cincinnati 1, Ohio. 

[} Please send me postpaid a copy of DYNAMIC DISPLAY. for 
which $10.00 is enclosed. 

[) Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. ( All foreign 
combination orders, except Canada and Pan-American coun- 
tries, $1.00 additional 
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FOR A GROWING MARKET, ALL PLASTIC KIDS 


The “baby boom” of the war years has given a new stimulus to the infants’ and children’s wear 
market. Darling’s ‘Spritely Kid’ manikins can help you capture this market... they have the proved 
ability to sell children’s wear. Available in easy to dress “action” poses ranging from tots to teens. 
Tough, lightweight construction assures years of satisfactory service . .. Reasonably priced. 

Write for FREE BROCHURES showing America’s finest selection of Infants, Children and 


Subteens or see your Darling Distributor today! 


, / ), L. A. DARLING COMPANY, BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 





